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ACME BOOT COMPANY, Inc. 
Clarksville, Tennessee 


WORLD'S LARGEST BOOTMAKERS 


it's textured 
soft and workable 


it's very 


fashionable 4 @ Fe e: eet} 


spring color forecast: ALBINO » RATTAN + PEWTER GRAY + NUGGET 


; 
11. MASSACHUSETTS é: 
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young customers 


I] back to school 
mm... 


Hali-stinies 


FOR CHILDREN, MISSES AND SENIOR MISSES 





























IN STOCK — 7679 


Red Kip Two Strap. ~~ WEF IN STOCK — 846 
White Vamp Stitching. . sw, 
Cordovan Sole. 


Brown Kip Oxford 
with Allenite Tip 


679 — 6%, to 8 B, C, D S Cordovan Sole. 

& E Spring Heel — 20 last 

7679 — 8; to 12 A, B, C, 846 — 81, to 12 A, B, C, 

D & E Spring Heel, 28 last. >. 2S EE Spring Heel — 

7679 — 12% to 3 A, B, C, . 

D & E Leather Heel, 25 last. ewes BL, . “ c, 

M7679 __ 31 to 6 A, B, C, 19 lest yas he et 
ther Heel, t. , 

OD & E Leather Heel, 25 las M846 — 31% to 6 A, B, C, 

D, & E Rubber Heel — 19 

last. 


Quality craftsmanship combined with tailored smartness 
make KALI-STEN-IKS the favorite shoe for children, 


misses and senior misses. KALI-STEN-IKS can be Flali.stamnibe 


‘A capital asset in your store’’ too! 
“THE GILBERT SHOE CO., + THIENSVILLE, WISCONSIN | 
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AMERICAN GIRL SCOOPS THE 
ENTIRE SHOE AND FASHION FIELD 


...with a great teen-age traffic builder ‘THE VOICE OF SEVENTEEN”. The teen- 
agers “most read” fashion magazine SPEAKS FOR THE FIRST TIME! And ONLY 
AMERICAN GIRL DEALERS can give this phonograph record to teen-age shoe 
buyers — the “hook” to stage exciting, traffic-building store promotions for the 
“Gold Mine” teen-age market. SEVENTEEN’S OWN FASHION EDITOR IN CHIEF tells 
the girls what to wear with what — shoes and clothes. AMERICAN GIRL—A COM- 
PLETE LINE OF SHOES — CREATES PROMOTIONS EVERY SEASON TO HELP SELL 


SHOES AT RETAIL. 


AUER HW GIRL 


SHOE 


288 A Street, Boston, Massachusetts 
Div: Consolidated National Shoe Corp. 





AMERICAN GIRL 
DEALERS ONLY: 


If you haven't already 
done so, order 
your records now 
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The sun drenched 
colors of GAUGUIN’S 
paintings are the 
inspiration for 


high-fashion designers. 


LEVOR is first-up 
with leathers in 
smooth, grained and 
suede finishes that 
portray the jungle 
blooms, primitive 
dyes, and earth tones 
of the South Sea 


Islands. 


G. LEVOR & CO., INC. TAN-ART CO., INC. 
Tanners Since 1876 Gloversville, N. Y. 
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THE QUALITY 





LEATHER 


the exclusive shrunken grain 


in colors 
to match 
our smooth calf 


Fashion shades 


CLAM BISQUE 
CORN FLAKE 
MINNOW 
GREY SKY 
SCARLET 
FLAME RED 
FLIGHT BLUE 
WHITE 

BLACK 


LEATHER co. 


August 15, 1957 





NEOLITE SOLES 


... the 


perfect 


combination for . 
















































































Perfect selling combination on 


MEN’S SHOES 


Shoes look better, walk better, wear 
better—and se// better—when the soles 
and heels are NEOLITE. Today’s new 
Crown NEOLITE Soles give long, eco- 
nomical wear plus lightness and flexi- 
bility that make them comfortable from 
the first step. They're damp-proof, too 


—help shoes keep their smart, trim 
lines far longer. And NEOLITE Heels are 
known everywhere as the premium of 
all heels . . . the finest heels made for 
men’s shoes. They're comfortable, wear 
far longer and more evenly, give lasting 
satisfaction every time. 














Perfect selling 
CHILDREN’S 


New Crown NEOLITE Soles are the long- 
est-wearing soles ever made for chil- 
dren’s shoes—give twice the wear of 
ordinary soling materials. That means, 
for example, that on your strap cement 
shoes where you might use a 7 iron, you 
may now use a 5 or 6 iron Crown 





























No matter what type or style of shoes you make— 
or sell—for men, for women or for children—there’s 
a NEOLITE Sole and Heel combination that makes 
them better-looking, better-wearing and therefore 
better-selling shoes! 

When you feature well-known Goodyear prod- 
ucts such as those shown above, you automatically 
give shoes an extra competitive advantage. It means 


Hep ov it! 


a lot to be able to say to customers, “These shoes 
have the very finest quality soles and heels—genuine 
NEOLITE made only by Goodyear!” 

It will pay you well to ask your Goodyear Repre- 
sentative for all the facts about the many Goodyear 
and NEOLITE products that can be used on your lines. 
Or, write to Goodyear, Shoe Products Division, 
Akron 16, Ohio. 


NEOLITE  sotes ' HEELS 


NEOLITE, AN ELASTOMER-RESIN BLEND. T M.——-THE GOODYEAR TIRE &@ RUBBER COMPANY, AKRON, OHIO 
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and HEELS 
every type 


of shoe! 








combination on 


SHOES 


NEOLITE Sole and still get longer wear, 
while improving lightness and flexibility 
and retaining the desired silhouette. 
Add to all this the long, even wear of 
NEOLITE JR. Heels for children’s shoes 
and you have a selling combination 
that can’t be equaled! 





Perfect selling combination on 


WOMEN’S SHOES 


No wonder new Crown NEOLITE Soles 
are featured on so many leading brands 
of high-style shoes today! They not 
only add smartness to the shoes to 
begin with, but help them retain their 
graceful lines far longer. These light- 
as-a-whisper soles are also available in 


fashion’s leading colors. And for to- 
day’s stiletto-type heels, nothing com- 
pares with Crown NEOLITE Toplifting— 
the longest-wearing ever made. It won’t 
spread, fray or shift—is the perfect top- 
lifting for the tiny heels on today’s 
finest and most graceful-looking shoes. 





When they’re paired-up™ 





iil 


youR BRAND | * 
SHOES aE 


they step-up sales! 


> 


GOOD YEAR 


MADE 
ONLY BY 


TOPLIFTING | 
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AT THE CASH REGISTER 
Young Guys and Dells ore Big, Busins ‘Now! 


. and steady business ‘round 
the year . . . be sure to get your 
share of this profitable shoe vol- 
ume by ordering from our com- 
plete In-Stock line of LUCKIES 
Dance Footwear! 


* PLEATED TOE BALLET 
50 White 53 Red 55 Pink 
51 Black 54 Blue 
M 6-7'2 NLM 124-3 : 
NM 8-12 NUM 3%4-10 © 
$1.85 - 
Without Elastic Instep Strap 
W59 Black W60 White 
N,M 3-10 — $1.85 
Terms: 
5% — 30 days; 
31 days net 
BOY’S TAP SHOE 
61 Black Patent 
B,D 8%-13% — $3.85 
B,D 1-6 — $4.25 
Lip Taps Included with Each Pair 
Terms: 5% — 30 days; 31 days net 
We pureNE teorarps 
With short sleeves and 
elastic band at legs 
500 Black 
Children’s — 2, 4, 6, 8, 10, 12, 14 
$2.35 
Adults — 12, 14, 16 
$2.50 
Terms: 5% — 30 days; 
31 days net 


¥* ELASTICIZED TOP LINE BALLET * GIRL’S TAP SHOE 
100 White 101 Black C1080 White N,M 7-12 — $3.00 
N.M 8-12 M1080 White N.,M 12%-3— 3.25 
NLM 12%-3 W1080 White N.M 3%2-9 — 3.60 
NM 312-10 C1081 Black Patent N,M 7-12 — $3.00 
$1.95 M1081 Black Patent N,M 12%2-3— 3.25 
Terms: 5% — 30 days; W1081 Black Patent N.M 32-9 — 3.60 
31 days net ne Lip Taps Included with Each Pair 


Terms: 
5% — 30 days; 
31 days net 


ALL SHOES MADE IN OUR MODERN FACTORY Prices slightly higher west of Denver 


hoe ONTO PARAGOULD, ARKANSAS 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 
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PROGRESS IS HAPPENING HERE... .asan old timer and youngster take a break. 


They’re leather men and producing better leather is their business. This is their opportunity to ‘‘talk trade,” 
to trade ideas, argue over new methods, new ways of doing things and work out solutions to produce a 


better product. The result is progress. AND IT HAPPENS EVERY DAY AT ARMOUR LEATHER. 


d ARMOUR LEATHER COMPANY 
426 W. Randolph Street ° Chicago 6, Illinois 
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vt, MAGAZINE 


Basic ideas that move people to action are simply stated. 


Consider — “I love you,” “We won,” “Dinner is ready” 
and ... Back-to-school-in CHILD LIFE shoes. 


As a dealer, you can’t express yourself any better than this 
to mothers, or register your type of store with greater clarity. 
And when you’re back of CHILD LIFE, you'll find CHILD LIFE 
back of you with a quality shoe and a service arm that is 


second to none in juvenile footwear. 


HERBST Shoe Manufacturing Co. 


Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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In the 
Spotlight 


—The retail shoe salesman, as we all know, is the impor- 
tant link between the maker and the consumer. 


—He is always eager to get and use all the selling aids 
and information that management or the buyers pass 
along to him. 


—-At a recent meeting, Charline Osgood, Fashion Director 
of the Kid Leather Guild, put the spotlight on the man 
at the fitting stool . . . “the most important man in the 
shoe business” . . . and said: 


—“The man at the fitting stool has the hardest job in the 
shoe industry. He has to deal with the individual per- 
sonality of hundreds of Miss Americas on their guod 
days, their bad days, and their indifferent days. And 
he is lucky if he only has to walk a mile to sell a pair of 
shoes! 


“T am a firm believer that the more you know about a 
product, the more you are interested in it, the more you 
can sell it, the more you will purchase of it. I think 
education is of primary importance. 


“In the shoe industry, the two most important people 
are the man at the fitting stool and the customer. They 
keep us in business and they are the two people that 
we have neglected. What happens between the man at 
the fitting stool and the customer determines whether 
we have profits or losses. All of the past work of eight 
to ten months is capsuled into the five to ten minutes at 
the fitting stool. 


“Only at the point of sale can the third dimension be 
seen by the customer. Because the salesman is pre- 
senting the product, he needs tools to assist him. Fashion 
is a most powerful tool in the sales picture today. 


“The fashion reason behind why the shoes are sold can 
be the color, or a range of colors linked together with 
artistic meaning, a silhouette that architecturally out- 
lines a fashion idea, a treatment that enhances the basic 
idea. Fashion represents the vitamins we all need each 
day ... the tonic that gives a lift to better living.” 


ae oy ren 


Publisher 
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VAISEY - BRISTOL 


IN STOCK 
READY TO SHIP! 


Classic Step-i ‘ins 
for peak season 
back-to-school promotion 


The Campus ‘‘ Fashion Board” selections 
for basic back-to-school shoes. 


The “TOWNSTER” 


Light and flexible 
with soft kicker back. 
Styles #5221 Brown, 
#5821 Black. $4.20 


Sizes 6-10...Widths AAAA 

Sizes 5-10... Widths AAA 
& AA 

Sizes 42-10. Widths A 

Sizes 4-10... Widths B & C 


Sizes 6-10... Widths AAAA 

Sizes 5-10... Widths AAA 
& AA 

Sizes 412-10. Widths A 

Sizes 4-10... Widths B & C 


The “ROADSTER” 


Beautifully crafted, 
has moulded counter 
with one-piece foxing. 
Styles #6221 Brown, 
#6821 Black. $4.60 


VAISEY BRISTOL SHOE CO. 


MONETT, MO. 











the MILLION DOLLAR look! | 


Suniors 


A complete line of IN STOCK Children's 

Shoes from tots to teens. QUALITY CON- 

STRUCTED to insure PERFECT FIT .. . and 

always EXCITINGLY STYLED for easy selling. GINA 
Suggested retail for most styles $550 Welt 

to 6.95 A few styles slightly higher. et ee 


Write us for franchise 
for your city 


AMERICAN JUNIORS 
SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. 


Division Consolidated National Shoe Corp. 
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Editorial Outlook 





The Markup Problem 


NOTHER round of semi-annual clearances has left 
the usual trace of red ink on the fingers of the 
rank and file of retailers. However, the enthusi- 

asm which a new selling season brings is diverting their 
attention to matters of a more constructive nature. Mark- 
up, how to increase and sustain it, becomes the problem 
of the day. 

In recent weeks the markup has been the subject of 
many letters to the RECORDER. They have expressed a 
remarkable unanimity of opinion that increased markup 
on shoes, particularly branded shoes, is vitally needed. 
However, the writers of some have held that the present 
markup would be adequate if markdowns could be effec- 
tively reduced. 

The opinions expressed indicate the scope and impor- 
tance of the subject. They are reported here not only 
because of their own merit, but in the hope that they 
will provoke a fuller discussion of markup in these pages. 


A Strong Case 


The opinions expressed from its advocates make a 
strong case for higher markup. They agree that higher 
markup is completely justified by the steady rise in costs 
of doing business and by constantly expanding services 
to their customers. They contend that while reducing 
markdowns is a worthwhile objective, it alone would not 
remove the necessity for increased markup. 

The comptroller for a large chain of men’s shoe stores 
feels that the problem is the most serious one confronting 
his operation today. Noting that his salesmen’s salaries 
have doubled in the past twelve years, he points out that 
the retail price of shoes in his stores has increased about 
70 per cent during the same period. 

Shorter working hours, higher commissions, pensions 
and other fringe benefits have widened the gap between 
salesmen’s compensation and the retail price of shoes. 
More elaborate decorations, more brilliant lighting, and 
such comforts as air conditioning have greatly increased 
other selling costs. 

The children’s shoe buyer of a leading metropolitan 
department store takes a dim view of the practicability 
and effectiveness of reducing markdowns as a device to 
sustain markup. Such practices, he feels, lead to over- 
cautious buying which in the long-run results in lost sales 
and customers. He sees a need for improving sales tech- 
niques so that the substantial number of markdowns 
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which are caused by lost sales can be eliminated. 

The merchandise manager of a Syracuse, N. Y., store 
believes that the markup permitted in the pricing of many 
nationally advertised lines is far too low. Increased mark- 
up is warranted, he says, because, regardless of the size 
of the brand’s national advertising programs, the retailer 
must supplement it with strong local advertising if he is 
to maintain his store’s identity. The cost of local adver- 
tising is increasing and is taking a greater bite out of 
profits. He notes, too, that the pace of style in nationally 
advertised brands has been stepped up and he says that 
“new merchandise cannot be retailed at regular prices for 
more than four to six weeks, resulting in costly mark- 
downs.” 


Lower than Needed 


The operator of a chain of leased women’s shoe depart- 
ments in North Carolina holds similar views. He says 
prices on nationally advertised semi-staple and semi- 
style shoes are from two to three percentage points lower 
than those which are needed for a profitable operation. 
“Retailers should be merchants,” he feels, “and should 
price and promote each style in a line individually— 
regardless of the manufacturer’s price policy.” The 
barometer of full markup, he says, is the retailer’s confi- 
dence that, “he is not pricing himself out of volume.” 

From the owner of a family store in Detroit comes 
this well-reasoned statement. “Initial markup has always 
been low in the shoe business on branded or unbranded 
merchandise. If the shoe industry is to continue to im- 
prove its services to the consumer, and to offset the 
continued increases in basic costs of doing business, it is 
necessary to obtain better markup. Increased sales will 
effect an improvement in dollar margin only where ex- 
penses remain constant.” 

A Dearborn, Michigan, merchant points to the in- 
creased costs which new merchandising methods and 
gimmicks have brought to the shoe retailer. The give- 
away programs to which some stores must resort to stay 
competitive, the balloons, pencil boxes, calendars, and 
recently the shoe clubs which offer a free pair after the 
customer purchases twelve pairs, are cutting deeply into 
profits. 

Jim Legg, vice-president, Heydays Shoes, Inc., a keen 
student of markup and turnover, contends that markup 


[TURN TO PAGE 64, PLEASE | 
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TESTING 
when so much 


depends on so little 


-.. depend on 


SUPERGRIP 


Cements 


It’s a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it ... its bond strength, flex- 
ibility and performance determine 
the life of the shoe. 


For added protection when attach- 
ing your soles use SUPERGRIP 
Cements ... they're stronger than 
the materials they bond when used 
properly. Shoes cemented with 
SUPERGRIP are tested every day 
on this Scott tester... they're torn 
apart to prove SUPERGRIP 
Cements are consistently reliable 
... reasons why more and more 
manufacturers are switching to 
SUPERGRIP Cements for greater 
confidence in sole attaching ... and 
SUPERGRIP costs no more — 


Check these advantages: SUPERGRIP gives you greater 
DEPENDABILITY mileage. Actual case histories show 


of . 
United’s methods of quality control mean greater confi- up to 28% more pairs cemented 
dence in sole attaching through dependable cements. per gallon. 


BOND STRENGTH SUDERGRID 


Supergrip cements are stronger than the materials they 


bond when used properly. Sole attaching cements are products of the 
8B. B. CHEMICAL COMPANY 


PERFORMANCE ~ 
Hundreds of manufacturers making millions of shoes U re ited 


depend on Supergrip Cements’ reliable performance. SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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Detroit Shoe Fair, Michigan Shoe Trav- 


elers Club, Wolverine Hotel, De- 
troit _.. .. Sept. 8-10 
Advance Spring Shoe ‘Market, New 


England Shoe and Leather Associa- 





tion, Hotels Statler and Touraine, 
Boston .. 3 ... Sept. 29-Oct. 3 
Canadian Shoe and “Leather Fair, 
Sheraton-Mount — Hotel, Mon- 
treal, Canada ; Oct. 13-16 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 

tional Retailers Association, Chicago 
Oct. 27-31 

Spring Shoe Show, Northwest Shoe Trav. 

elers Association, Hotel St. Paul, St. 


Paul Nov. 2-5 
Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, Detroit 
Nov. 3-5 


Spring Shoe Fair. Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 
Nov. 9-12 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, la. 
Nov. 
Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker. Statler-Hilton and Southland 
Hotels, Dallas ... .Nov. 
Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Hotels, 
Atlanta .Nov. 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh..........Nov. 
Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. ......Nov. 16-21 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
Nov. 
Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles. ....Nov. 17-20 
Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver ...... -Nov. 24-26 
Grand Rapids Shoe Fair, ‘Michigan Shoe 
Travelers Club, Pantlind Hotel, Grand 
Rapids, Mich. ... .Nov. 24-26 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago .. .Nov. 24-27 
Popular Price Shoe Show of America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City............Dee. 
Shoe Show and Convention, Empire 
State Footwear Association, Inc., Ho- 
tel Onondaga, Syracuse, N. Y.. .Jan. 19-21 
St. Louis Shoe Show, St. Louis Shoe Man- 
ufacturers Association, Hotels Statler, 
Lenox, Sheraton-Jefferson and Park 
Plaza, St. Louis. ..............April 27-30 


KX J 


10-11 


10-13 


10-13 


16-19 


17-19 


1-5 





Amer Presents ‘Mosaic’ Kid 


PHILADELPHIA—William Amer Com- 
pany, originator of Broadtail Kid, an- 
nounced its newest fashion creation, 
“Mosaic” Kid. 

This new textured leather features 
a rounded and subtle grain that com- 
bines softness and distinctive elegance. 
The company has registered the name. 
“Mosaic” is available in black, white 
and a full range of colors. 
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Chief Soaring-Sales-Curve, 
SAY. <‘Hold stock down, selection 


up—offer ‘em Lacontans!” 


















































































































































































From a tot's first toddle to a deb’s first 
dance, Laconians packs a shoe for just 
everything — and packs everything into 








just one shoe. Value? The American 








Standards Testing Bureau found Laconians 

















equal or superior to 4 other national 
brands $2 to $3 more retail. Construction? 
All the important features — Goodyear 
Welts, nylon stitching, Neolite soles. 



























$4.50 - $6.95 


retail 














Selection? Most complete line in the 
business, in-stock to ship out the same day 














you sendin... like to talk over Laconians 












in your store? 















LACONIAN SHOES CORPORATION, LACONIA, NEW HAMPSHIRE 









































SALES 


LINCHER: 


“and they're sewn with nylon... 
the strongest thread used in shoes!” 


People expect excellent performance from nylon! Cus- 
tomers readily understand that nylon thread makes the 
strongest seams, gives shoes neater, finer stitches. That’s 
why you have a real selling point when the shoes you 
sell are sewn with nylon. 

The use of nylon thread in many top lines of shoes is 
another indication of shoe manufacturers’ continuous 
efforts to improve quality and styling ...to give you a 
product that helps you win—and hold —customers. 

Remember, too, that thread of Du Pont “Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because it gives great strength, and extra resistance 
to abrasion and chemicals. 


WRITE FOR YOUR FREE COPY of “How Important Is 
Thread in the Shoes You Sell?” E. I. du Pont de Ne- 
mours & Co. (Inc.), Textile Fibers Dept., Wilmington 
98, Del. Du Pont makes nylon and ‘“Dacron’’ fiber; 
does not manufacture thread. 


*" Dacron” is Du Pont’s registered trademark for its polyester fiber 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 
Gives you an added selling feature 


Boot and Shoe Recorder 








bewitching 


Moonlight magic, captured in leather... 


sheer wizardry in the way they fit and flatter. 


$6.95 to $8.95 


at better stores everywhere ! 


VINER BROS., INC., Bangor, Maine a> 


This ad appears in the October issue of MADEMOISELLE, on the newsstands Sept. 20th . .. another in a series of 


VINER full page color ads running all season long in GLAMOUR, CHARM and MADEMOISELLE. 














NURONCREPE 


SOLES 





MAGALINE 
a dil 


HEELS AND SOLES 





FOR SCHOOL, 


FOR SPORTS, 


Whatever the occasion, leather... FOR FUN ; 
leather like Rueping’s ever popular 
TOMAHAWK...is unrivalled in flexibility, 
supple comfort, and pliant strength... 
... properties so vital to the growth 
of sound, sturdy feet. TOMAHAWK, as 
featured in famed Fileet-Air shoes for children, 
is the outstanding leather choice 
of manufacturers who maintain a 
reputation for the finest in 


juvenile footwear. 





FLEE T= 


SHOES FOR CHILDREN 


SHOES: By Eby Shoe Corporation, 
Ephrata, Pennsylvania. Custom Line, 
Style No. 901 


LEATHER: Rueping’s TOMAHAWK 
Color 52 


RUEPING 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Leather Show Officers Expect Good Sales 





Tanners’ Council Believes Consumer Demand Will Cause Shoe Man- 


ufacturers to Make More Quality 


New YorkK—tThe semi-annual Leather 
Show opened and closed last week on 
two fundamental notes—firm prices 
and continued good sales for the months 
ahead. 

Key to the industry’s confidence was 
the outlook for a record shoe produc- 
tion year in 1957 and continuing high 
output through the first half of 1958. 
According to Irving R. Glass, execu- 
tive vice-president of the Tanners 
Council, 1957 shoe production seems 
certain of reaching a peak 600 million 
pairs, “and 1958 output should be con- 
siderably above that level.” 

Mr. Glass said consumers and con- 
sumer demand were setting the pace 
now for the shoe industry by “asking 
for better quality footwear. The tan- 
ning industry is contributing appreci- 
ably to this demand by the steady in- 
troduction of new and appealing fea- 
tures in leathers for footwear. Nor is 
there any fear that the leather people 
are going to run out of new ideas,” 
he added. 

The council believes next spring will 
see stronger consumer demand for up- 
graded footwear. Shoes represent only 
1.1 per cent of the consumer budget, 
which is low enough to permit an up- 
grading in consumer footwear expen- 
ditures. 

In touching on the shoe price situa- 
tion, Mr. Glass said that “no other 
important commodity has been so little 
affected by the creeping inflation.” De- 
spite a prospective record of 600 mil- 
lion pairs, he said, “Manufacturers and 
retailers believe that demand would 
have been greater if adequate supplies 
of footwear in a wider style range had 
been available.” 

One of the outstanding features 
noted at the Leather Show was the 
somewhat unsettled color situation. 
While much color sampling was re- 
ported, no one positive color, such as 
last year’s flax, has come through as 
yet to take any decisive lead, The pres- 
ent lineup, according to fashion con- 
sensus, looks like black patent, off-flax 
tones, navy, light gray, and white. 
There is increasing talk about red. 
However, these colors are pretty much 
the same as last year’s. 

As a result, color sampling is re- 
ported covering a much wider range 
than usual, in an effort to test as many 
as possible in hope that one or two 
will emerge as distinct leaders. A num- 
ber of shoe manufacturers and stylists 
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Shoes in Wider Range of Colors 


expressed some difficulties with the 
current situation. 

Nevertheless, the feeling is that the 
“new” promotional element will emerge 
shortly to take leadership in the spring 
style picture—a distinctly fresh color, 
or a texture, or a silhouette. 

This somewhat unsettled fashion pic- 
ture gave much impetus to the Leather 
Show and the leathers themselves. A 
wider-than-usual range of textures and 
eolors were shown, and sampling cov- 
ered the whole range. 

Textures stressed new versions of 
punched and perfed leathers, finer 
shrunken grains, fine leather etchings, 
and a great spread of novelty items. 
Finishes also covered the whole range 
—aniline, mat, dull, brushed, silk and 
rough naps. 

The feeling was summed up by one 
shoe manufacturer, “They’re certainly 
giving us plenty to choose from—tex- 
tures, colors, finishes, novelties. The 
weeks ahead will give us the real shake- 
down cruise, and out of it will come 
the definite sense of fashion direction 
we’re now waiting for.” 

The council introduced several new 





Flat Heel Tapered Toe 
St. Louis Shoe of the Month 


A tapered toe shoe on the flat heel level 
has been selected as Shoe of the Month 
for August by the Shoe Fashion Board 
of St. Louis. A Town & Country presen- 
tation named "On the Cuff,” the shoe 
aims its appeal at students, careerists, 
suburbanites. Of soft construction 
throughout, the pattern features a sock 
lining color-coordinated with the turned 
down cuff. Color combinations available 
include black with gunmetal cuff, quail 
gray with gunmetal, red with black, and 
navy with navy. Shoe is of suede, with 
cuff of kidskin. 





developments in shoe leathers. One 
was the washable all-leather shoe. The 
sole, upper, lining, socklining, heel and 
all can be washed with ease. Another 
item is a new all-white sole leather 
that remains white even with wear. 
Still another sole leather with the 
property of “controlled tension” is ex- 
tremely light and flexible (can be 
rolled up), yet provides excellent wear. 

Tanners believe that leather prices 
will hold firm and steady throughout 
the months ahead, “and possibly with a 
slight inching upward.” Due to the 
continuing foreign buying of our light 
hides (those which produce the shoe 
leathers most in demand), the hide 
market is expected to hold firm. 

One prominent topic of conversation 
at the Leather Show was the shoe price 
situation. The recently announced 
price increase by International Shoe 
could, say observers, bring on a wave 
of general shoe price increases. If 
this causes a buying wave by retailers 
in an effort to make final buys at old 
prices, it could cause an inflationary 
condition. The effects would be felt 
all the way from hides and leathers 
to shoes and supplies and labor. 


1958 Fashion Report Issued 
By Two PPSSA Executives 


New YorkK—The Preliminary Fash- 
ion Report for spring-summer, 1958, 
was presented by Doris A. Weston, 
fashion director, and Helen Joseph, 
shoe coordinator, of the Popular Price 
Shoe Show during recent Show Week, 
here. 

Summarizing the ready-to-wear 
trends for the coming spring and sum- 

er, Miss Weston noted the importance 
of soft, flowing fabrics; smoother tex- 
tured woolens; prints in florals and 
geometrics; four major colors cate- 
gories. These are Hothouse Brights, 
Strong Pastels, Tri-Colors, Neutrals 
and Classics. 

The following shoe colors were rec- 
ommended by Mrs. Joseph for each 
group. Closely coordinated with the 
ready-to-wear group of Hothouse 
Brights, are Raspberry Sherbet, 
Shrimp, Daffodil, Salad Green, Obi 
Blue and Bright Blue. For the group 
of Strong Pastels, these leather colors 
were suggested: Carnation Pink, Yel- 
low Tulip, Bubble Blue, Mint, Juniper 
Blue and Fern Green. For the Tri- 
Colors, Scarlet, White Chalk, Blue 
Marlin and Flight Blue were suggested. 
And under the heading Neutrals and 
Classics, eight colors were listed: Pale 
Sand, Wild Oats, Pate, Toasted Muffin, 
Corn Flake, Benedictine, Grey Sky and 
Black Patent. 





Ee 


NSMA Breakfast Hosts Record Attendance 


Principal speakers at the NSMA membership breakfast are, left to right, Mort 
Izen of Sears, Roebuck & Company; Jean Bandler, of Pappagalo; Frank A. Johnson 
of Endicott-Johnson, and Edward McDonald of National Shoe Retailers Association. 


NEw YorK—The United States has 
become an important exporter of hides. 
Since 1952 this country’s contribution 
to world trade in hides has increased 
fivefold, and if this trend continues, a 
total export of seven and three-quar- 
ters million hides, including kips, is 
foreseen. 

Frank A. Johnson, president of En- 
dicott-Johnson, who made this report 
to the fall membership meeting of the 
National Shoe Manufacturers Associa- 
tion, held August 6 in the Waldorf- 
Astoria, said such an export volume 
would use up nearly 20 per cent of our 
total available supply. 

“With our hide prices lower than 
those in world markets,” said Mr. 
Johnson, “there is a strong temptation 
for foreign buyers to enter our mar- 
kets for the prime selections. Couple 
this factor with the favorably balanced 
supply and demand situation at the 
U. S. packer level and it further ac- 
celerates the increasing cost faced by 
the tanner for his principal raw ma- 
terial.” 

Mr. Johnson said retail sales during 
the first six months of 1957 were vir- 
tually the same as last year’s figure 
for this period, about 308 million 
pairs. With retail inventories up and 
inventories at the manufacturing level 
depressed slightly, he thought the pro- 
duction of footwear would have a ten- 
dency to run a bit ahead of consumer 
sales. 

A record attendance heard speakers 
representing manufacturing, retailing 
and fashion. Merrill A. Watson, execu- 
tive vice-president, and John L, Moran, 
president, of the association launched 
the meeting. There were references to 
the inflationary spiral, population 
growth, price squeeze, labor costs and 
fashion as elements affecting the shoe 
industry economy. 

Mort Izen, supervisor of Sears, Roe- 
buck & Company’s shoe department, 
predicted a six per cent increase in re- 
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tail shoe business—principally among 
teenagers and young adults. He plead- 
ed for a policy of “trading up” in mer- 
chandising shoes, contending that re- 
tailers have failed to give customers 
the kind of shoes they want; that they 
have prejudged them. 

Said Mr. Izen “Retailers must stress 
the top selling line, so that the 
balance of sales shifts upward and 
produces more gross and net profit dol- 
lars per unit of sale. A prerequisite is 
merchandise packed with fashion fea- 
tures and value that will make cus- 
tomers willing to spend these addi- 
tional amounts.” 

The need for proper personnel was 
stressed by Edward J. McDonald, ex- 
ecutive vice-president of the National 
Shoe Retailers Association. He said 
there were encouraging signs that 
greater disposable income will go into 
soft, non-durable goods. He noted the 
acceptance of new fashion trends and 
the desire for quality as affecting shoe 
retailing. In view of this trend, he 
thought retailers should expend greater 
effort toward the careful selection, the 
proper placement, and the adequate 
training of shoe people. 

Discussing the “Fashion Revolution 
in Shoes,” Jean Bandler, designer- 
partner of Pappagallo, Inc., said, 
“Fashion is painting a picture from 
head to toe in which every line is in 
complete harmony, . . . Every fashion 
person in our business is going to have 
to make certain that every shoe for 
spring will be worthy of the extra at- 
tention received. Let’s make color ba- 
sic... . Let’s make a pair of shoes for 
every outfit in a woman’s closet.... ” 


USMC Grants Pay Increase 


Boston — United Shoe Machinery 
Corporation has announced a general 
pay increase of six per cent to em- 
ployes of its factory at Beverly, Mass. 


The increase became effective on 
August 9. 


NSRA Style Conference 
Evaluates Shoes and Color 


New YorK — First speaker at the 
Style Conference held by the National 
Shoe Retailers Association during the 
recent Show Week in New York, Kath- 
leen Casey, editor-in-chief of Glamour 
Magazine, centered her talk on color 
for spring, resort and summer 1958. 
In specially prepared swatch books she 
presented three groups of colors in 
ready-to-wear fabrics and _ leathers: 
American Neutrals, Island Brights and 
Underwater Tints. Pointing out that 
the stores’ younger, style-minded cus- 
tomers are always looking for style 
excitement, Miss Casey showed how 
color can be one of the most exciting 
style elements in shoes. 

Models, in clothes especially made 
for this showing, showed color in ready- 
to-wear and shoes for the coming sea- 
sons. A red shoe was worn with a navy 
blue suit, a string color dress had a 
matching shoe, a bright rose-colored 
dress was worn with a print shoe in 
this rose color. With a combination of 
orange and yellow in the costume, 
yellow sandals were worn to make a 
colorful casual costume. A blue and 
pink floral print shirt and shorts en- 
semble, a solid matching blue T-strap 
sandal was shown. 

Summarizing silhouette and other 
general trends in shoes, Miss Casey 
noted the continuation of the delicate 
look in shoes but with heels slightly 
less slender and important on 21/8 in- 
stead of higher heels because of the 
shorter skirts. More opened-up shoes 
were predicted but with the pump as 
the number one silhouette. The spec- 
tator will continue, she said. Beach 
sandals on 6/8 instead of very flat 
heels will be seen. Print shoes, she 
considered, deserved special mention. 

“Let the Fashion Panorama Mer- 
chandise Your Shoes” was the topic 
discussed by Amy Fagan, merchandiser 
of shoes, apparel, millinery and lingerie, 
for G., Fox in Hartford, Conn. Em- 
phasizing the necessity of keeping a 
fresh outlook and of evaluating both 
the merchandise and its promotion and 
selling, Miss Fagan advocated always 
entering the market with a positive 
and constructive attitude. 

All sales clerks should be educated 
to sell the new shoes that are lighter 
than air and softer than butter. These 
shoes are young and gay and comfort- 
able, she said. Pointed toes, which 
have made all women’s shoes look old, 
have been accepted by the stores now. 
Color, she told her audience, is the 
emotional part of their selling. And 
color has not yet reached its peak, 
she said, so advised bringing in bright, 
pretty colors. “Bring out other shoes, 
in colors, as well as the black patent 
leather that the customer has asked 
for. In your displays, coordinate shoes 
with hosiery, bags and gloves. Study 
your displays for improvements.” 

Edward J. McDonald, NSRA execu- 
tive vice-president, presided at the 
meetings for the first time. 
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Merchandising Clinic Underscores Value 





Sessions Treat Sales Manpower as No. 1 Problem—Others Include 
Merchandising, Competition, Distribution, Styling, and Promotion. 


NEw YORK—Two hundred represen- 
tatives of shoe manufacturers, mainly 
sales managers, attended the fourth 
annual Merchandising Clinic of the Na- 
tional Shoe Manufacturers Association. 
The theme was “Getting the most out 
of your sales dollar” with emphasis on 
building an aggressive sales organiza- 
tion, determining the wants of shoe re- 
tailers from the manufacturer, building 
greater profit value in the sales dollar, 
and getting the most out of their mar- 
ket through research. 

The biggest challenge of sales man- 
agers was represented to be the sales 
manpower problem, that is, hiring ca- 
pable salesmen and training, supervis- 
ing and motivating them. Second most 
important area: such problems as sea- 
sonal peaks, too short buying periods, 
planning and coordinating sales and 
merchandising programs, selling more 
shoes at a profit, and effectively com- 
peting for the consumer’s dollar. 

Third chief hurdle was said to be dis- 
tribution—getting the retailer’s inter- 
est and support, setting realistic territo- 
ries, and expanding the number of out- 
lets. Fourth in importance was plan- 
ning and styling the product line. Last, 
the advertising problem — controlling 
cooperative advertising and promoting 
and presenting the product line. Pro- 
duction may have been a bit slow for 
shoe manufacturers during the first 
half, but most of this can be attributed 
to the fact that retailers bought out of 
inventories early in the year. Still, pro- 
duction for the first half nearly 
matches that for 1956.” 

A. B. Cohen, chairman of NSMA’s 
Marketing Committee and president of 
the United States Shoe Corporation, 
Cincinnati, addressed the group on 
building, said, “Today more than ever 
selling needs to be revitalized. Not 
being able to find a better expression, 
I refer to selling as ‘creative selling.’ 
This means not only taking an order 
from a customer but leaving him with 
sales ideas—thoughts upon which he 
can build a more profitable business on 
your line. It means educating your 
customers to the value of concentration. 
Make your customers lean on you more 
and more so you can help them by 
building up confidence and respect for 
your organization, your product, and 
yourself.” 

Dorothea B. Warren, executive vice- 
president of Shoes Associated, Inc., 
New York City, hit a kindred theme in 
her talk on selling practices: “Sales- 
men representing shoe manufacturers 
are not doing their job if they are 
merely selling. Rather, they should be 
merchandising for their customers. A 
few major accounts may not need this 
service, but most of the stores do need 
it. Salesmen need more merchandising 
knowledge. They should not use high 
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pressure. They should follow up the 
activities of each account. Their work 
with each store should be, in the truest 
sense, “teamwork.” 

Mrs. Warren said that manufactur- 
ers must improve their system of deliv- 
ery on reorders. Markdowns due to de- 
lays on reorders are the biggest cause 
of loss to shoe stores. Salesmen must 
be well versed in fashion. Their ac- 
counts are hungry for fashion informa- 
tion. Manufacturers should concen- 
trate more on fashion-moving items. 

Samuel Staff, president of Julius 
Grossman Shoes and president of the 
Shoe Retailers League covering five 
boroughs of New York and chairman of 
the Board of Independent Shoe Ma- 
chinery Manufacturers, dwelt on train- 
ing salesmen to become astute mer- 
chandisers and to teach retailers. 

Nat Katz of Postur-Line Shoe Store, 
Cedarhurst, L. I., declared that if the 
small businessman is to survive in our 
world of discount stores and over-the- 
counter selling, he must retain his iden- 
tity not only by advertising but by 
“selling” his store policies and services 
as well. 

Edgar S. Bland, director in charge 
of the general line sales divisions, In- 
ternational Shoe Company, St. Louis, 
said that retailers “want good values, 
acceptable style, proper fit, profitable 
shoes, shoes that sell readily, and ad- 
vice on retail operation.” 

Other speakers were George Eccle- 
sine, New York sales representative for 
Gerberich-Payne Shoe Company, Mount 
Joy, Pa., who said the retailer wanted 
“soft sell” from the manufacturer; 
John L. Stone, vice-president and gen- 
eral sales manager of Craddock-Terry 
Shoe Corporation, Lynchburg, Va., who 
suggested retailers sought closer ties 
with manufacturers in order to realize 
a line’s highest potential; Roy St. 


Jean, manager of marketing and sales 
analysis for the Brown Shoe Company, 
whose slide presentation underscored 
better local long-range planning. 

Alan H. Goldstein, president, Plym- 
outh Shoe Company, Middleboro, Mass., 
stressed sales potential and manage- 
ment’s look at distribution outlets. 

Harold B. Gessner, president of 
Oomphies, Inc., New York, explained 
how his firm located weak spot selling 
areas. B. E. Edscorn, manager of mar- 
keting research for the International 
Shoe Company, demonstrated how a 
training program which analyzed sales 
costs and territories, eventually re- 
sulted in changes in product styling. 

Marvin S. Conn, marketing vice- 
president of the Acme Boot Company, 
Clarksville, Tenn., discussed his com- 
pany’s realignment of territories in ac- 
cordance with research on consumer 
spending on items related to the indus- 
try rather than the entire economy. 

Charles Bourget, sales vice-president 
of the Commonwealth Shoe & Leather 
Company, Whitman, Mass., linked a fu- 
ture sale program to the groundwork 
laid by market research, while James 
S. Legg, vice-president, Heydays Shoes, 
Inc., St. Louis, revealed how a close 
marketing study changed the firm’s 
production direction, while another 
study resulted in a change of its entire 
distribution policy. 

At the luncheon meeting, Iver Olson, 
NSMA’s director of marketing re- 
search and statistics, presented tape re- 
cordings based on interviews with man- 
ufacturers’ representatives. 





Amalgamated Leather Elects 
John F. Bishop President 


WILMINGTON, DEL.—John F. Bishop 
was elected president of Amalgamated 
Leather Companies, Inc., here, by the 
firm’s board of directors. Mr. Bishop 
served for many years as a director 
as well as secretary and treasurer of 
the corporation. He had been executive 
vice - president. Announcement was 
by William C. Blatz, Jr., secretary. 





Shoe Fair Plans Made During Show Week 





The Joint Committee of the National Shoe Fair is shown discussing plans for the 

event. Left to right are Merrill A. Watson, executive vice-president of National 

Shoe Manufacturers Association; John Moran, president of the association; George 

Hess, committee chairman; Steven Jay, president of National Shoe Retailers Asso- 
ciation and Edward McDonald, executive vice-president of NSRA. 
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International Offers Rebuttal 
To FTC Violation Charge 


St. Louis—In answer to charges by 
the Federal Trade Commission that 
International Shoe Company’s methods 
of operation under its Merchants Ser- 
vice and Shoenterprise plans are in 
restraint of trade, International Shoe 
Company announced it has taken this 
position: 

“For many years, International Shoe 
Company has attempted to provide 
every assistance to independent retail- 
ers to help them meet competition 
from large operators. A part of Inter- 
national’s program has included the 
Merchants Service Plan and _ the 
Shoenterprise Plan. 

“The Merchants Service plan pro- 
vides expert guidance to independent 
retailers in all phases of retail shoe 
operations. The Shoenterprise plan 
provides financial assistance to qualified 
shoe retailers who want to go into 
business for themselves, but who lack 
the means to do so. 

“Although these services were rec- 
ommended by the company to inter- 
ested shoe retailers, no merchant has 
ever been denied the right to buy shoes 
from International if he refused to ac- 
cept these plans. Also, if the merchant 
had accepted these plans, he was not 
compelled to continue under these plans 
if he felt it was undesirable to do so. 
He could drop them at any time. 

“The company contends that its prac- 
tices have avoided monopoly, rather 
than created it; that the company has 
provided independent merchants the 
means to compete with larger shoe 
operations; and that retail shoe dis- 
tribution in general has been helped, 
rather than hindered, by the methods 
followed by International Shoe Com- 
pany. 

“An important part of this program 
was that the retailer would look to 
International Shoe Company as its 
principal source of supply. Hundreds 
of merchants have clearly demonstrated 
that to concentrate on one principal 
source of supply for the shoes they sell 
is an efficient method of doing business 
and one that is profitable to them. 

“The company believes the Federal 
Trade Commission charges are not 
well founded, and it proposes to do 
whatever it takes to refute them.” 


Registrations Up as Allied 
Show Tries Trades Building 


New YorK—Though there was little 
buying at the Allied Shoe Products 
Show, held for the first time at the 
New York Trades Show Building, reg- 
istrations were good and everyone 
agreed that the “working week-end” 
was a practical idea. 

Clarence R. Heyde, president of Al- 
lied Products, Inc., the group sponsor- 
ing the show, said, “During 1958 it 
will be the continued policy of our 
show to coincide with the seasonal 
openings of American leathers, spon- 
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sored by the Tanners’ Council of 
America, and to utilize the one-day 
lap-over that proved so successful dur- 
ing this show.” 

There were 177 displays by 161 ex- 


hibitors and at one point, the early 


afternoon of August 7, registrations 
were well over 2,000. Attending were 
designers, manufacturers, factory sup- 
ply men and stylists. 

All were present to see what type 
of components were offered and which 
they expected to guide them in build- 
ing their own lines. 

There was interest in the new lasts 
—the latest pointed square toe lasts 
especially—materials for uppers, new 
kinds of bottoming, soles, new plump- 
ers and backings, new heels including 
porcelain, buckles, bows, braids, rib- 
bons, studs, and a variety of novelties. 


Shoe Women Executives 
Analyze New Leather Colors 


New York — “Color Comes Alive 
When You Promote It!” was the theme 
of the program lunch held by Shoe Wo- 
men Executives at the Ambassador 
Hotel during the recent Show Week 
here. Two one-act plays presented two 
phases of this theme. “We Sell it to the 
Trade,” the first, starred Helene O’Hara, 
fashion and promotion director of 
Allied Kid Company. The second, “We 
Sell it to the Consumer,” starred Jerry 
Stutz, vice-president, retail I. Miller. 
Both “stars” had assisting casts from 
the firm’s staffs. 

Opening scene of “We Sell it to the 
Trade” showed the “portrait of a 
leather stylist as painted by some 
people”’—the late arrival at the office, 
the more than comfortable chair, all 
a parody to open the serious presenta- 
tion that followed: How the colors are 
selected and what is done with them 
followed in subsequent scenes. Deter- 
mining colors for the next season, it 
was shown, is largely based on facts 
and figures in color sales from the pre- 
vious year and on the new season’s 
color trends in ready-to-wear fabrics. 

Analysis of trends in the new leather 
colors—cooler or warmer, clearer or 
more grayed, than the previous year— 
and grouping precedes the selection of 
the promotion color or colors. Promo- 
tion to the trade follows and, the final 
step, promotion in fashion magazines 
to the consumer. Salad Green, Allied 
Kid Company’s spring promotion color, 
was shown as the actual selection for 
an ad in November Vogue. “Tools” of 
the leather stylist’s trade—pullovers, 
for one—were shown in screen projec- 
tions. 

In the second one-act play, “We Sell 
it to the Consumer,” starring Jerry 
Stutz with her fashion staff, the pro- 
gress of a promotion color from its 
selection to its promotion in the store, 
was presented in dialogue and panto- 
mime. It was shown how a color was 
chosen by a store in conjunction with 
its resources. 


Following scenes portrayed the mak- 
ing of promotion plans, briefing store 
managers, informing store personnel, 
working on orders and with the adver- 
tising people. 


Leather Textures, Colors, 
Standouts During Shows 


NEw YorK — Textures and colors 
more than any single word describes 
the trend in leathers for 1958. More 
and more leathers with three dimen- 
sions from more and more tanners were 
evident at the recent Leather Show held 
here recently under the auspices of the 
Tanners’ Council of America. 

These leathers—in men’s, women’s 
and children’s types—are shrunken or 
embossed or both. The combination of 
the two processes ensures a permanent 
effect that cannot be stretched out in 
the lasting, as may happen when the 
leathers are only shrunken. 

Patent leather is important both as 
a leather and as an influence. The 
makers of leathers for women’s high 
style shoes look at it in the second way. 
Two makers of fine calfskin have in- 
cluded in their new lines a very highly 
polished surface in order to give their 
customers something different from 
patent leather but with the glossy 
surface that women like. The pearlized 
finishes, especially on the textured 
leathers, are probably included by 
many tanners for the same reason. 

Another important trend in the new 
1958 leathers is the continuance of 
leathers with two-way nap in both 
heavy and light-weights. These are 
especially desirable because they take 
colors so well. 

As for colors, there is style interest 
in off-white and a string beige, with 
both the yellow and the pink taken out. 
There is noted a revival of interest in 
Benedictine. A lime yellow is a pos- 
sible high fashion color. Red is being 
enthusiastically endorsed. 

Melon is also liked and some tur- 
quoise. A lighter navy and a brighter 
blue are considered important. 

New designs and colors for sock 
linings will also be featured. One tan- 
ner matched sock linings to the new 
colored hose. All-in-all, color played 
a big part in all the fashion leathers 
at the Leather Show. 

Also very interesting are the upper 
fabrics which were shown by the mem- 
bers of the National Shoe Fabrics As- 
sociation and others during the recent 
Show Week. Three types stand out: 
strawcloth, mesh and prints on silk, 
cotton, linen and straw. There is wide 
variety in all three. Strawcloths, made 
of synthetic yarns, are often pearlized, 
often textured, the effect sometimes 
being achieved by overlays of cording 
or other treatments. 

Prints are many and varied, both 
warp and screen. They are florals, 
sometimes small with plenty of white 
background and sometimes all-over; 
sometimes clear conventional designs 
and sometimes blurred. 


Boot and Shoe Recorder 





LAWRENCE 
POLO CALF: 


Bronze eagle head flintlock pistol 
custom-made for an Austrian 
nobleman. Circa 1780 


Turkish flintlock horse pisto! with 
sculptured silver mounts made for 
presentation to a Sultan in the 
early 1700's. 


Flintlock brass cannon barrel 
officer's pistol with spring bayonet. 
Made for English officer by Clark 
of London. Circa 1805. 


e 
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THE 


SETTER PART OF 


The calfSkin of 


individuality 


The rich, distinctive finish and mellow, 
plump character of Lawrence Polo 
Calf mirrors its selected heritage. 


Aniline finished...painstakingly crafted 
— Polo Calf by Lawrence is truly the 
ultimate in the art of calfskin tanning 
— truly the calfskin of individuality. 
A. C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Mass. 


French Shriner's hanasome Wing-Tip Oxford 
is richly detailed and distinctively crafted in 
Lawrence Polo Calf A-27. An excellent exam- 
ple of flawless shoemaking and superb leather. 


Wright's Arch Preserver Shoe is flawlessly 
crafted in Lawrence Polo Calf A-24. Its rich 
wave wing detailing, fine styling and superb 
leather give it the mark of individuality. 


Stacy-Adams' snug-fitting dress casual is 
handsomely styled in A-34 Polo Calf by 
Lawrence. Expert craftsmanship and fine 
leather give this shoe its distinctive style. 


reEOnCce?e_ 


POLO CALF 


SETTER 


SHOES 





THE WHOLE TEAM I$ TALKING ABOUT 


“THE NAME . . 
Maurice C. Smith, William H. Smith, 
TO THINK Chairman of the Board: 


President & Treasurer: 
‘“‘Never have I been so greatly : apn A 
OF FIRST” thrilled with a line of footwear. Our I'm extremely proud of the job the 
design department has done a mag- Bristolite team did in creating this 
nificent job with our NEW fabric fabulous new line of fabric foot- 
line wear 


THEIR NEW LINE OF FABRIC FOOTWEAR. 


Manuel A. Sousa, Sales Coordinator: 
‘‘What a tremendous line . . . every 
number is a winner so good I 
can't even pick a favorite!"’ 


- 
> 


W. Irving Seamans, mauses C. Smith Il, 


William A. Hallam, Sales: Bert Nunez, Salesman: 
Advertising Manager 


‘ "57 was fabulous but ‘58 is go- ‘I didn't fight with the boss over 
I hate to say it but if everyone I'm confi dent our sales staff will ing to be tremendous—we can't miss this new line, it’s terrific S, 
just saw this new Bristolite line it do a good job with this line with this superior line of casual foot- Colby, Posture- Arch—every number 
would hardly need any advertising— wear, tennis shoes and sneakers is a winner, of that I'm sure. 
it's just that good 


FOR PROFITS SAKE...DON'T BUY ‘TILL 


Factory oe 


Dan Rosenberg, Salesman Bert Greer, Salesman: Bob Smolen, Salesman: Porter Brown, Salesman: 

*‘My boss has done it again—mag- “I sell in Dixie and I'm te ming you ‘‘The West Coast is considered high “‘After seeing our 1958 line of fabric 
nificent styling and low prices, I'm every Southern Belle and Southern style territory, and I['m telling you footwear, competition is the least of 
mighty glad I'm ri iding the Bristolite Gentlemen will cry ‘give me when this new Bristolite line is just what my worries 

bandwagon this year! they see this handsome line of fabric the doctor ordered for my West 

footwear Coast customers. 


YOU SEE THE ENTIRE BRISTOLITE LINE. 


Sure, they’re talking about their brand NEW 

line of fabric footwear. So will you, 

when you see this fabulous line of sneakers, 

casuals and playshoes for every member 

of the family. Such footwear wins customers 
. brings them back again and again 

for the steady business you're after. 


shoiehdie Cieatianthed, Soteeapnes BRISTOL MANUFACTURING CORPORATION 


“This kind of a line makes a selling BRISTOL, RHODE ISLAND 
job an awful lot easier. New York Sales Office: 47 W. 34th St. 
St. Louis Sales Office: 503 N. 12th St. = * Minneapolis Sales Office: 404 Washington Ave., N. 





PLAYN-TOE... 
CorecTred boot fea- 
turing the famous 
Thomas heel and 
special long inside 
counter in white and 
brown. 


ROXANNE... 
sturdy play oxford 
with spade vamp 
and genuine Good- 


EDWARDS eee : year welt construc- 


tion in rich red 


A HALI MARK OF leather. 
QUALITY 


Famous for generations with 
mothers who want the very 
finest for their children . 
the Edwards name symbolizes 
57 years of craftsmanship in 
construction, with no finer fit 
at any price and the most 

CUDDLER ... an popular in style. 

ideal first shoe in 

white elk with deco- 

rative perforations 

in vamp for airy 

comfort. 


COLLAR ... dressy 
pump with Louis 
heel and decorative 
edging around open- 
ing. In black suede 
and patent, and blue 
smooth leathers. 


THE SHOE FOR CHILDREN 
PHILADELPHIA 7, PA. 
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quality men’s shoes are today’s 
least ONE LINE of shoes 


BEST BUY! 


where volume is high! Shaw shoes are such a line— 
and many retailers jell us they offer the same — 
quality features as shoes selling for as muchas 
$4.00 more at retail. Qur steadily rising sales 
figures prove more and more retailers recog- 
nize Shaw's unique combination of quality 
at a sensible price. 
In addition, Shaw's unique Trade 
Builder way of supplying you with 
OVERNIGHT service from the 
over 60 Shaw distributors in p 
every section of the country, é 
gives you low inventories \ ff Popular Shu- 
< Lock fastener by 
and high profits! Regular Talon, Armour's black © 
national advertising in cossack, plain toe, black / 
four leading men's mag- storm welt with white accent, | 
azines brings you new steel arch, twill vamp lining, | 
customers —and Show's 
value makes them your 
regular customers! 


know they must have at 





These Fine Companies Distribute 


«s fin oie 


Shoes Throughout 
the United States. 


The Adoms Leather Co. 
Corner Second & Wall Sts, 
Spokane 1, Washington 

The Ainsworth Shoe Co. 
610 Monroe St. 

Toledo 4, Ohio 

American Shoe Co. 

3341 E. Jefferson Ave. 
Detroit 7, Michigan 

American Shoe Co., Inc. 
1329 Washington Ave. 
St. Lovis 3, Missouri 

Arenberg-Piotkin Shoe Co. 
301 Penn Ave. 

Scranton 3, Pennsylvania 

J. Borasch & Sons 
529 So. Flores St. 

San Antonio 4, Texas 

Bay Shoe Co., Inc. 

525 Iberville St. 
New Orleans 16, Lovisiana 

E. P. Bayless Shoe Co. 
1202 E. New York St. 


indianapolis 2, Indiana 
Bell, Walt & Co., Inc. E 
418 Arch Street 


Philadeiphia 6, Pennsylvania 
Bibow & Srail Shoe Co. 
1276 W. 3rd St.—Marion Bidg. 
Cleveland 13, Ohio 
The Black & Grant Co. 
Zanesville, Ohio 
J. H. Churchwell Co. 
301 E. Bay St. 
Jacksonville 1, Florida 
Copeland Wholesale Mdse. Co. 
441 W. Madison St. 
Phoenix, Arizona 
The Joseph P. Dunn Shoe & Leo. Co. 
1825 Lawrence St. 
Denver 2, Colorado 
W. S. Emerson Co., Inc, 
192 Exchange St. 
Bangor, Maine 
Goensien Bros. Leather Co. 
1437 No. Third St. 
Milwovkee 12, Wisconsin 
Gloser Shoe Co. 
63 First Street 
San Francisco 5, California 
Robert Graefe Leather Co. 


leather quarter lining, Nuclear outsole, 

4 Y rubber heel, on our No. 14 Combination last. 
A fine fitter! IN-STOCK to retail 

profitably at $10.95 


Outdoor if ip 


for the name of your nearest Shaw Trade Builder distributor and 
new IN-STOCK catalog, showing our complete line of men's casual, 
dress, work and comfort shoes. 


"Over 36 Years of Quality Shoemaking” —” 





M.T. SHAW, Inc., * Coldwater, Michigan 


Reliable Wholesalers, Inc. 
113 Seneca St. 
Buffalo 3, New York 


H. C. Roenitz Co., Inc, 


Wm. R. Moore Dry Goods Co. 
Memphis 1, Tennessee 
John Moser & Son 
2027 So. Adams St. 


Hogan-Alinoch Co, 
Cor. Texas Ave. & Austin St. 
Houston 1, Texas 

Hurd Shoe Co., Inc. 


1428 Race St. 

Cincinnati 10, Ohio 
Gramling & Collinsworth, Inc, 
84 Central Ave., So. W. 

Atianta 3, Georgia 
Greenwald Shoe Co. 
2318 First Ave., No. 
Birmingham 3, Alaboma 
Harbeck Footwear Co. 
216 Peart St. 
Sioux City 12, lowa 
Helena Wholesale Dry Goods Co. 
Helena, Arkansas 
Henry Hillson & Co. 
407-9 Second St., So. W. 
Albuquerque, New Mexico 
Hinckley Shoe & Leother Co., Inc. 
1715 Levee St. 
Dallas 7, Texos 
Hoekstra Shoe Co. 
49 So. Division Ave. 
Grand Rapids 2, Michigan 


Main & First St. 

Utica 2, New York 
Jaffe Shoe Corporation 
665 W. Bowery St. 

Akron 7, Ohio 
Keehn Brothers 
219 W. Monroe St. 
Chicago 6, IIlinois 
lee Dry Goods Co., Inc. 
Shreveport, Louisiana 
J. W. Love & Co. 
20 No. Fourth 
Minneapolis, Minnesota 
McCallie Shoe Co. 
316 W. Jackson Ave. 
Knoxville 1, Tennessee 
Merchants Supply Co. 
Sixth & lowa Sts. 
Dubuque, lowa 
Michigan Shoe Co. 
215 So. Hamilton Ave. 
Saginaw, Michigan 


Peoria 2, Illinois 
The Jeff Newberry Co. 
Huntington, West Virginia 
Newell & Dorsch Co. 
953 Penn Avenue 
Pittsburgh 22, Pennsylvania 
Osser & Friediand Boot & Shoe Co. 
818 So. Los Angeles St. 
Los Angeles 14, California 
The Otis Leather Co. 
423 Second St., So. E. 
Cedar Rapids, lowa 


Pennsylvania Lea. Co. of Erie, Inc. 


1314 Turnpike St. 
Erie, Pennsylvania 
D. S. Peterman & Co. 
110 No. George St. 
York, Pennsylvania 
Powell & Campbell, Inc. 
122 Duone St. 
New York 7, New York 


Oshkosh, Wisconsin 
The Schwahn-Seyberth Co. 
Eau Claire, Wisconsin 
M. T. Shaw Shoe Co. of New England, Inc, 
162 Chestnut St. 
Springfield 3, Massachusetts 
Springfield Leather Co. 
223 No. Fifth St. 
Springfield, Illinois 
J. L. Turner & Son, Inc. 
Scottsville, Kentucky 
The Van Voorhies-Phinney Co. 
322 J St 
Sacramento, California 
Washington Shoe Co. 
163 Jackson St. 
Seattle 4, Washington 
ZCMI Wholesale Distributors 
1665 Bennett Road 
Salt Lake City 10, Utah 
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HILL AND DALE lends drama to the fashion scene .. . “Cross Bow,” an 
exciting pump with new modified toe and a striking sash treatment on 
the vamp .. . In HUBSCHMAN’S CALF #575 Walnut, as shown... 
and in all other Hubschman colours... by Dixon-Bartlett Co., Baltimore 24 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 © FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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So soft...so flexible... so comfortable 


Have you noticed how much softer and more flexible women’s shoes are getting? More and more, 


they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 


both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light, how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7708 Delaware Avenue, Lancaster, Pennsylvania. 








PX’s Will Sell 
Children’s Shoes 












No Sex Appeal in 
: Antimerger Laws 





\itGiriicin Newsreel 





by George H. Baker 


Congress has put its stamp of approval on the Army-Air Force plan to 
to sell children’s shoes (ages six to twelve) in military exchanges located 
in the United States. 

The protests of footwear retailers against this encroachment of the 
Federal government into legitimate retailing were overridden by Congress 
in late July at the insistence of Army and Air Force generals. 

Since Army and Air Force exchanges previously had authority to 
sell children’s shoes in the infants to age six category, the addition of 
the age six to twelve lines means that all the Army and Air Force 
exchanges now may sell complete lines of children’s footwear—and at 
selling prices pegged far below the average retailer’s cost of doing 
business. 

In addition to authorizing the addition of children’s shoes in ex- 
changes, the Congress (speaking through the Armed Services Committee 
of the House of Representatives) also in late July authorized the ex- 
changes to take on a long list of other items, including children’s dresses, 
skirts, blouses, gloves, boys’ sport coats, men’s white shirts, brassieres, 
girdles and garter belts, maternity dresses, watch straps and attachments, 
blankets, sheets, electrical appliances ($15 limit, except mixers, fans, 
vacuum cleaners, coffee-makers where limit is $30), flatwear, record 
players, certain specified items of baby furniture, cleaning and mainte- 
nance equipment, garden tools, photographic film and supplies, automo- 
tive accessories, batteries, cameras, and projectors. 

The Army and Air Force had their expansion plans trimmed to the 
extent that they are forbidden—for the time being—to offer credit and 
charge accounts. But it is anticipated that they will renew their bid for 
this privilege next year, 

Meanwhile, retail trade associations in Washington are asking Con- 
gress to review Army and Air Force exchange operations from top to 


bottom. 
But the military chiefs are stubbornly resisting such an investigation. 


They fear that a close, sharp look at their multi-million dollar retail 
operation (operated with taxpayers’ money) may result in trimming 
down the exchanges in size so that they will be able to sell only items 
of “convenience and necessity” such as tobacco, candy, and limited line 
of men’s wear. 


The renewed drive in the Senate against bigness in business and industry 
may yet result in some tough new antimerger laws. But the campaign led 
this year by Senator Estes Kefauver (Tennessee Democrat) has thus far 
failed to strike any effective sparks. 

For the past 18 months, Mr. Kefauver’s subcommittee on antitrust and 
monopoly matters has been busily compiling over 500 printed pages of 
tables calculated to show that competition is fading in many industries. 

But the report has thus far failed to capture the imaginations of other 
senators, with the result that it may well serve no useful purpose except 
to provide statistical reading for professors of economics. It frankly 
lacks political sex appeal. Unless Mr. Kefauver and his colleagues can 
breathe life into its dry pages, it is not likely to generate any new laws 
governing competition. 













Government Continues 
Retail Training Program 


An Uneasy Look at a 
Cut in Defense Spending 
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Mr. Kefauver is aware of this shortcoming, and he has started to 
campaign in the Senate for additional money to keep the investigation 
going. Let’s at least carry it over into next year, he asks. There’s a need 
for “continued effort” to keep the statistics on monopoly trends up to 
date, he declares. 

You can expect to hear much talk from Mr. Kefauver about declining 
competition in such industries as leather, automobiles, dairies, and 
baking. But do you know anybody in the footwear trade who thinks he 
doesn’t have to hustle to make a buck? Competition was never sharper 
than it is today. 

Senator Joseph C. O'Mahoney (Wyoming Democrat), a member of the 
Kefauver subcommittee, believes the new report may provide him with 
the opportunity to dust off his 25-year-old “federal charter” bill. 
Under this plan, all corporations must apply to a federal commission 
for charters (licenses) to do business. The charters would be revoked 
and the firms out of business at the pleasure of the government. Thus, 
if a firm expanded or merged in a manner displeasing to the government, 
it would find its power to carry on business cancelled by Washingten. 


The federal government’s program to help train young people in the 
distributive trades has been continued by Congress at $2.6 million for 
another year. This is a small but important source of trained workers 
‘or retailers. 

With the states matching funds, some $6 million will be spent in the 
current fiscal year, which began July 1, to help schools train future 
workers. 

This is the second year that Congress has granted the full amount for 
distributive educati~n, It is part of a vocational program, which also 
includes industrial and farm education and home economics instruction, 
costing some $33.7 million a year. 

Distributive education is one of the smallest of the myriad government 
aid programs, but one of the most important to merchants. 

Is your local school system getting its share of the distributive educa- 
tion grant? If not, urge your local school officials to join the program. 
Work with instructors in these courses, and when possible, hire the 
graduates. 


Every now and then different groups of congressmen feel compelled to 
take a nervous, furtive look at the possible effects on the U.S. economy of 
a huge cut (say 50 per cent) in defense spending. 

The resulting guesswork is usually enough to cause even the bravest 
politicians to break out in a cold sweat. For there’s gloomy and general 
agreement among all the experts that the period of transition will be 
rough—rough on business, on labor, and could cause the political “ins” 
quickly to become the political “outs.” 

As long as Communism is a threat to world peace, U. S. defense spend- 
ing is not going to be cut back to any substantial degree. You can be 
certain of this. But there is an undercurrent of uneasiness among many 
members of Congress over the fact that recent Administrations—both 
Republican and Democratic—seem unable to slow up even slightly the 

[TURN TO PAGE 60, PLEASE] 








































SHOES FOR CHILDREN 


offers magnetic new 
localized advertising 


“nackage”’ that produces sales 
and profits AS YOU LIKE IT...FAST! 


A unique and sales-impelling promotional ‘“‘package”’ . . . 
including localized advertising centered upon the indi- 
vidual Billiken dealer, spectacular 3-dimensional window 
displayers, and good-will items... tested and proven for 
sales impact at the local level! A truly sensational offer to all 
dealers meeting Billiken’s qualifying requirements. Get 
complete information... NOW... without obligation 
on your part. Learn, too, how you can increase the 
NET profit on your children’s shoe operation through 


BILLIKEN’S CONTROLLED ASSORTMENT PLAN 


. which enables you to maintain, at all times, proper 
style and size depth in all the important patterns needed to 
cover your most profitable volume market... without 
increasing your dollar investment! 


WIN *500 CASH 
in Billikens 


WINDOW DISPLAY CONTEST 


Other big cash prizes, too, in contest open to all 
dealers participating in the special Billiken pro- 
motional “‘package’”’. Don’t delay. Inquire today/ 


“The Jimmy” — 
Handsome plain 
toe blucher oxford 
... one of the many 
top selling patterns in 
, s Billiken’s Controlled 
Assortment . . . light, flexible, 
superbly fitting . . . of the quality 
essential to outstanding value and 
high sales volume. 







Billiken Shoes are priced to retail 


$495 to $79 Priced according to size 





Write, wire or phone 
BILLIKEN 


Division of Craddock-Terry Shoe Corporation 
Lynchburg, Virginia 
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Everything a sportsman wants in a boot: 


waterproof construction, extra durability, 
plus the protection of SYLFLEX leather. 





SYLFLEX*-processed leather keeps out water yet lets in air, SYLFLEX-processed leather, 
keeps feet dry and comfortable. SYLFLEX prevents water from | tested and certified to meet 
washing away the oils in leather; so leather with Dow Corning performance 
SYLFLEX stays soft and flexible, won’t stiffen, crack, standards, is available to 
shrink or discolor. manufacturers and from 
Add sealed seam construction and waterproof soles—and you’ve these licensed tanners: 

d got a watertight combination. Boots of this type are already Armour Leather Company 
accounting for steady volume at around $25 in many of Eagle-Ottawa Leather Company 
the country’s leading stores. If you sell men who work outdoors, A. C. Lawrence Company 


hunt, fish, you’ve got customers waiting right now for Northwestern Leather Company 


waterproof boots with SYLFLEX. 
Write Dow Corning Corporation for information. DOW CORNING 
Dow Corning Corporation, Midland, Michigan. 5 vy; 
Canada: Dow Corning Silicones Ltd., Toronto. on 





*T. M. Dow Corning 
Corporation 
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HRINER’S 


“SLIM, TRIM, SLIP-ONS” 
are winning new friends 
daily in every 

corner of the country. 


Take advantage of their 

fast-growing popularity. 
Stock up on Slip-ons now 
These superb casuals are and display them in your 
r too enjoyable foryou to _ window when the ad at left 
tg Reber hate: Sek - appears in Holiday( October 
color. Your wardrobe w 


with © 


and Esquire (November). 
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AGAIN 


e Wu steps 
DISTINCTIVE CASUAL SHOES = 
will be styled and advertised 


to tie in with the one authentic 
fashion theme that will set 


the stage for another 


successful selling season. 


Watch for our salesmen with details and samples of the new lines. 
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CANVAS SHOES FOR ACTIVE YOUNGSTERS 


IN 
e will be the only canvas shoes 
that drive after the important 
kids’ market with TV’s 
most successful kid show— 


THE MICKEY MOUSE CLUB. 


B.F-Goodrich and Hood Rubber Company 
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For dress—the dynamic 
4-eyelet tie moccasin 
with plug insert of 
high-grade imported 
Savona 
STYLE NO. 5061 


Black smooth and Black Savona 
Plug; leather sole. 

8%-12 BCDE 

12%-3 BCDE 

3%-6 BCDE 


To retail $7795 (12%-3) 


The hit of young- 
sters everywhere 
is SHU-LOCK, the 

patented Talon closure. 
Dealers can stock 
it 3 ways. 
STYLE NO 5030 
Brown smooth, Avonite sole. 
12%-3 BCDE 
3%-6 BCDE 
STYLE NO. 5031 
Black Kordo, Avonite sole. 
12%4-3 BCDE 
3%4-6 BCDE 
: STYLE NO. 5032 
Here’s a brand new Sales Energizer Brown—stitched stormwelt and 
that’s bound to catch on in your — pone 
. ! Vo. 
community ... BE READY: ae a 


To retail $ 995 (12%-3) 


pLA -P0 ISE Write for new Fall Catalog, 


just off the press. 


VIRGINIA SHOE COMPANY, INC., FREDERICKSBURG, VIRGINIA 
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THE MIRACLE YARN THAT MAKES SHOES FIT 


The strategic use of LASTEX 


sets free the imagination of 


the shoe designer... 


for this world-famous elastic yarn 


—woven into linings—makes the 


softest of leathers possible and practical; 


and is the key to many new shoe constructions 




















“‘Lastex’’—the elastic yarn—is one of the great family of textiles made exclusively 
by the Textile Division, United States Rubber, Rockefeller Center, New York 20, N. Y. 


United States Rubber 
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who paddies your canoe? 


Is to buy patterns a factory illustrates in 
their own ads, “Buying?” 


Is permitting any seller to determine 
(1) quantity, (2) terms, (3) promotions (for any reason - - 
including contributions) “Merchandising?” 


Is limiting retail volume by purchasing only 
In-Stock shoes “Selling?” 


The guy controlling everyone’s future is the 
man who makes the decisions. 


That’s why at Heydays we hand the paddle 
to the consumer; that’s why the entire function at 
Heydays is Consumer-designed. 


SHREW 

Stocked in Madagascar Alligator Calf—a 
rich brown, also in Red Calf 

and Black Calf. A typical 15/8 

volume seller. 


HEYDAYS SHOES, INC. @© 2032 LOCUST STREET @ ST. LOUIS 3, MISSOURI 
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GIVE YOUR SALESPEOPLE a sense 
of belonging. Give them a responsible 
role in your operation and you will 
find that they will respond whole- 
heartedly. 

That is the philosophy that ROY W. 
ALLEN, manager of Vorhes Shoe 
Store in Colorado Springs, Colorado, 
subscribes to and to which he attrib- 
utes the success of his 67-year-old store. 





He says: “My salesmen are all expe- 
rienced men. Each is given a line of 
shoes to handle, to order, to fit and to 
sell. Each is a boss in his division. 
Each works his own stock. Every Mon- 
day morning they put their requisi- 
tions on my desk and I order the shoes 
according to their requirements. 
“Customers know that there is not just 
one fitting expert in our store but that 
each is a fitting expert. They come 
to be fitted, to describe their wants and 
to have them fulfilled. That’s why prac- 
tically every person who enters our 
shop leaves it a satisfied customer.” 


* * * 


MARKUP and putting a retail price 
on merchandise should be the prerog- 
ative of the merchant. That is the gist 
of a comment in a recent copy of 
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FOOTSTEPS, the official publication 
of the Michigan Shoe Retailers Asso- 
ciation. The item went on to say: 
“Nationally advertised prices were 
originally intended as a guide to the 
consumer. Later, Fair Trade regula- 
tions prohibited price cutting as unfair 
competition. Lately, however, some of 
the shoe manufacturers have been get- 
ting into the act, not with the inten- 
tion of setting Fair Trade prices nor 
even to prevent gouging of the con- 
sumer. They advertise their lines ‘may 
be profitably retailed’ at X dollars— 
or in ‘the range from X dollars to Z’ 
dollars. Their intent is to attract to 
their advertisements the attention of 
retailers who may seek to meet a cer- 
tain price competition in these price 
ranges. 

“Investigation reveals that to retail in 
the suggested price range is to retail 
without profit. In other words, these 
advertised prices do not permit the 
markup required in today’s market. 
This gratuitous advice covers a de- 
lusion on the part of people who are 
not aware of the problems met by re- 
tailers today—inflated costs, high pay- 
roll, freight surcharges, exorbitant de- 
livery costs, display, advertising, mark- 
downs. 

“We remember when 33-3 was con- 
sidered a proper markup. Today, it 
takes from 44 to 50 per cent to make 
any money. Why don’t our manufac- 
turers worry about making the best 
shoes possible at the lowest price, pro- 
vide us with art work and other ad- 
vertising helps—but let us decide on 
our own retail prices?” 


* * * 


“ADVENTURE has become an 
sential ingredient of American shop- 


ping,” says LEO NEJELSKI, president 


es- 
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of the market development counsel 
firm of Nejelski and Company. He 
emphasizes the fact that for the first 
time in man’s economic history, large 
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segments of the buying population 


have incomes sufficient to support 
luxury buying and have possessed this 
income long enough so that buying for 
the sake of satisfying pent-up desires 
is no longer an adventure in itself. 
He maintains that: “Behind the facade 
of any shopping center, retailing is 
essentially the same as on Main Street. 
The difference lies in what the stores 
appear to offer. Shopping where there 
is light and color and a feeling of fun 
and adventure is a pleasure that few 
women, or men for that matter, will 
deny themselves. It is no good saying 
that people can buy the same things at 
the same prices on Main Street. No one 
can lure them back to Main Street un- 
less the merchants there learn that 
group showmanship pays, and that 
Main Street must develop a new and 
more attractive personality if its indi- 
vidual stores are to grow and prosper 
in this changing world of retailing.” 
* * * 


THERE IS a need for more A and AA 
widths in the five dollar shoe bracket. 
That’s what ARTHUR PONCIN, man- 
ager of the shoe department at 
Rivard’s Department Store in West 
Warwick, R. I., believes. He reports: 
“People are being educated today by 





4| 











television, radio, newspaper, maga- 
zine advertising and editorials. They 
know what to look for in good fitting 
shoes and they have become more 
conscious of proper shoe fitting, es- 
pecially in fit at the heel. Some of 
the people who want narrower fitting 
heels can be induced to buy a little 
better shoe in order to get this ad- 
vantage. But there are many others 
who cannot or do not want to spend 
the difference for the better shoe. 

“We could do a much better fitting 
job if we had the narrower widths 
and I believe that many of these 
people could enjoy better health and 
comfort if they were fitted properly.” 


* * * 


® SAM S. HILLMAN, divisional mer- 
chandise manager for Wolf & Dessauer 
in Fort Wayne, Ind., says: “All people 
can be divided into three classes: 
Those who watch things happen. Those 
who make things happen and those 
who don’t know anything is happen- 
ing. 


“Economic and competitive situations 
affecting our business have always 
been changing and will continue to 
change. We have got to be flexible in 
our thinking in order to keep pace 
with change. 

“Success in the retail business, or any 
other industry, rests upon a founda- 
tion of good ideas and the ability to 
use them effectively. Without the 
steady inflow of new ideas, no store 
can move forward. The water in a 
pond becomes foul and stagnant unless 
fresh water is running into it. Any 
business becomes stagnant, too, unless 
it has an inflow of new ideas with 
courageous people to adopt them and 
use them effectively.” 
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Profile.... 


By ESTELLE G. ANDERSON 





stone, Long Island. To hear him tell of his boyhood recollections 

of Indian Medicine Men and shows, carnivals and snake charmers, 
taking the horses to Joe Dailey, the blacksmith—one would inevitably 
assume that here was a hoary ancient not long for this world. And White- 
stone must surely be lost somewhere in the hinterland. 


Pres: BEYER was born on a farm in the small town of White- 


Up to a point that is all true. However, additional facts bring these 
vignettes into sharper focus. Whitestone is actually fifteen miles from New 
York City and before the Bronx-Whitestone Bridge was erected, it was an 
isolated hamlet whose inhabitants fervently hoped, prayed and looked for- 
ward to the great day when a bridge would be built that would connect 
Long Island, New York and Westchester. That was actually achieved in 
1939, The blacksmith moved to Flushing, Long Island, and became an 
automobile dealer and Pres Beyer finished high school and went on to 
Cornell University in Ithaca, New York. 

That was the beginning of the greatest four years of his life. He thought 
he would like to be a doctor and so he majored in science—pre-med. 
However, somewhere along the line he changed his mind and his major. 
He broadened his studies, concentrated on literature and graduated in the 
Cornell Class of 1934 with a B.A. degree. 

The depression was in full swing and it was difficult to get a job. For two 
years, he tried various, nefarious and sundry jobs . . . even thought seriously 
of going back to school for his Master’s or Doctorate so that he could teach 
school. In 1936, he landed a selling job at R. H. Macy’s in New York and 
worked in many departments—toys, luggage, music but oddly enough, 
never in shoes. Within six months, he was made an assistant buyer and a 
few years later became the buyer. In 1938 he married Helen Geller, 
daughter of Harry Geller, well-known shoe man. He stayed at Macy’s for 
eight and a half years. 


When he left, in 1944, it was to help organize the Mel Preston Shoe 
Company at 240 Broadway in Brooklyn, New York. Once again there is a 
link with a bridge—a view of the landmark, the Brooklyn Bridge from his 
office window. The company isn’t pretentious. It has remained in its 
original location and consists of a designer, a pattern man, superintendent, 
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Simplicity of line and fine shoemaking details com- 
bine to make this heavier version of the street 
Brogue a most unusual shoe. Ingeniously cut collar 
and circular seam overlays are finished with fine 
pinking and are dressed with four rows of minute 
stitching. The lace stay tab is fixed with a unique 
hand-sewn detail. The silhouette is higher. Soles 
are heavier and have straighter outside edges in 

the Continental manner. In rich black calf 

this style is a refreshing change and fills an 

important need in the gentleman’s wardrobe. 


For further information on shoes write 
Boot aNp SHoe Recorper. 

“Finger Free” gloves by DANIEL 
HAYS. Umbrella—by GEORGE 
UMBRELLA COMPANY. “The Duke” 
by ADAM HAT MFRS. 








Important Shoes 


HOES made for comfort first with style less im- 
portant have too often been put in the category 
of “old lady’s running shoes.” But actually 

these shoes have—and should have—a much wider 
appeal. Call them the shoes for active women, inter- 
ested in many things. Promote them as such. In your 
ads and mailing pieces, your window and department 
displays, show them as the shoes for important women 


Smart buckled soft toe pum : ; gee ; 
f ge 4 busy in community activities as well as their comfort- 


in textured leather on 14/8 : ; 
heel. A Natural Bridge shoe. able homes. Dramatize them as shoes for important 


executives. For that is what they are; shoes for women 
who are the backbone of your community and every 
other community across the 48 states. 

Fortunately for feminine vanity, comfortable shoes 
can also be smart shoes. Many of the comfort features 
are concealed in sole and upper cushioning and in- 
cluded in the soft leathers used in the uppers and in 
the broader treads and low heels. All these features 
make good promotion points for the women who must 
have comfort plus support and balance. 

But, more and more, style has been added to these 
shoes. New kinds of vamp treatments are in keeping 
with current style trends. A few, manufacturers are 
slimming their lasts a little. Some ties are lower cut 
to give a younger, more flattering line. 


Sell a Pair of Dress-Up Shoes, Too 


Women of the kind who need your best comfort 
types are often good customers for a second pair for 


Specially constructed meta- 
tarsal pad, cushioned filler, 
arch support and _ cookie, 
slimmer toe. Dickerson shoe. 


~ 


Three-eyelet tie in suede New slightly tapered “Dress- 
with smooth trim. An Irving maker” last in five-eyelet tie 
Drew shoe. on 14/8 heel. A Miller shoe. 
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For The Important Woman 


Active Women Need Shoes to Keep Them Comfortable Through the 


Day Whether at Home, in Professional or Community Work. Pro- 


mote Your Comfort Types as Work Shoes for the Important Women 


in Your Community, Interested in and Busy with Many Things. 


SS 


by ELEANOR M. RUTTY 


leisure and dressier wear. They are, in fact, very good 
prospects for a two-pair sale. Fortunately style shoes 
today are made on a variety of heel heights so that 
such women can have medium heels that are graceful 
and smart but are not too great a change in height 
from their “work” shoes. And uppers are soft enough 
so that here, too, they can continue to be comfortable. 
The trend to higher riding shoes, to straps and to 
ties—one, two or three-eyelet—also helps to give your 
customer style with some of the support that she has 
become accustomed to. 


Beauty Starts at the Feet 

And remember this, too, in selling your comfort 
types. Comfortable shoes mean comfortable feet; com- 
fortable feet mean a feeling of bodily ease; bodily ease 
helps to maintain a pleasant disposition; a pleasant 
disposition is reflected in a happy, youthful face. So— 
comfortable shoes are a form of beauty treatment. Re- 
mind your customer of this. 

No one has, as far as we know, ever glamorized com- 
fort type shoes by dramatizing what they do for 
women’s feet and general well-being. Wouldn’t it be 
a good idea for you to do just this in your advertising 
and displays? Why not start your customer thinking 
of these shoes as, first of all, something that make her 
more attractive because they make her happier and 
more comfortable. 

This idea of comfortable shoes being a kind of 
beauty treatment is not so far-fetched as it may sound. 
Ease in standing and in walking is one of the surest 
ways of keeping an attractive, youthful figure and car- 
riage. Certainly it is one of the greatest aids to the 
woman who wants to keep busy and active. 

Why not throw away the words feature, arch or com- 
fort type? Even forget the word conservative. These 
shoes are for active women, important women, as we 
said at the start. We know of nothing that was more 
depressing than the old descriptions—even though used 
only in the trade—“old ladies’ running shoes” or 
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Black kid instep strap, at- 


tractive vamp treatment, Also 
in red calf. Dr. Scholl shoe: 


Instep strap shoe with grace- 
ful vamp treatment and open 
toe. A Foot-so-Port shoe. 


Double air-cushioned sole the 
feature of this elasticized 
stepin. An Air-Poise shoe. 








N no other nation in the world has artisanship in 

shoemaking reached such consistently high levels as 

in Italy. For out of this nation comes the world’s 
most creative footwear and the finest shoemaking. And in 
no other nation is shoemaking—the combination of art 
and engineering—so respected a craft. 

Only in recent years has America “discovered” Italian 
footwear. But for many years all of Europe has paid 
respectful tribute to Italy as the shoe fashion and shoe- 
making leader of the Continent. America’s “discovery” 
has resulted in increasing influence of Continental styling 
and constructions here. This has been particularly notice- 
able in men’s and women’s shoes—and is beginning to 
make itself felt in the children’s field as well. 

However, simply because a shoe is made in Italy doesn’t 
make it typical of crafted Italian footwear—that is, the 
classical “art” in Italian shoemaking. Some of the shoes 
—particularly from some of the more mechanized plants 
—are without particular distinction and might be made 


The Italian 


Italy’s shoemakers live by a legend which 
says that God purposely shaped their coun- 
try in the form of a boot. They feel it is 
their mission to live up to this symbol 
by being the worlds finest shoemakers. 


anywhere. This applies to some of our Italian imports, 
which are actually adaptations to American specifications 
and tastes, but have lost some of their originality and 
crafted traits. 

Italian shoemen point out that to appreciate the inherent 
esthetic values in their products, the character and tem- 
perament of the Italian must be understood. Historically, 
Italy is a nation that emphasizes artistic values—music, 
painting, sculpture, opera. It’s known for its artistic 
crafts: ceramics, jewelry, laces, leathercraft—and shoes. 
As one leading Italian shoemaker told me, “An art- 
minded people must apply this deep feeling for art in 
whatever products they make. Hence, a shoe is first an 
artistic creation, and next an article of utility.” 


The Shoemaking Centers 


It’s very roughly estimated that there are about 3000 
shoe “factories” in Italy. But the figure means little. 


(The Italians have an antipathy toward statistics. They 

































have a saying: “Statistics should be used as a drunk uses 
It all 
depends on how you define a factory. There is no one 
large or dominating shoe factory. But there are thou- 
sands of shoemaking shops, each with a handful of craft 
In addition there is much work farmed out to 


a lampost: for support rather than illumination.” ) 


workers. 
homes. The “manufacturers” may run as high as 5000 


or more. 





Only a handful of factories are large or important 
enough to specialize in just one type of shoe. Almost all 
make several types—men’s and women’s, or children’s 
and women’s, etc. Each factory must be licensed by the 
government to make shoes. 

In most “factories” the owner is actually one of the 
shoemakers. This applies to practically all shops. But 
even the small shops usually have good machinery, and 
most can produce appreciably above the actual number 
of shoes made. Italy’s largest shoe producer is Fratelli 
Martini and Rossi (no kin to the vermouth people). This 
firm is in Verona, makes 3000 pairs a day—all types of 
shoes. 

Though some plants have a capacity much above what 
they actually produce, they often “farm out” some of 
their production to small artisan shops. 
shops turn out beautiful shoes at low cost—often lower 


These artisan 


than can be done by mechanized processes. The reason 
for this is interesting. The factories are required by law 
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by BILL ROSSI 


to provide many fringe benefit payments to regular work- 
ers. The law doesn’t apply to the home industries or 
home shoemaking shops. Hence the factory often finds 
it more economical to farm out some of its work. 
Because Italy has so many shoe craftsmen, there are 
many shoemaking “centers.” Most prominent are Vige- 
veno and Parabiagio in the north. However, there are 
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Although increasing mechanization has come into 
the shoemaking industry, it is still largely a craft 
industry. There is a fierce pride in the shoemaking 
craft. The artisan carefully studies each piece of 
leather, then “translates” it into the finished shoe. 








usiness Terrific in 


ARTER’S, in Springfield, Mass., has recently 
opened a new shoe store for women that is the 
largest on one floor and also probably the most 

beautiful in western New England. 

The store is “L” shaped. It extends to a depth of 
128 feet from Main Street and runs to the left for 20 
feet to open on a busy side street. 

The front is particularly arresting because of its 
curved entrance and its use of small tiles imported from 
Italy. The wall space for 20 feet to the right after 
entering is entirely mirrored. This space is devoted to by Pa . 
handbags, hosiery and accessories. The mirror backing , § 
adds to a feeling of spaciousness in the store. 

The rest of the store is given up entirely to women’s 
shoes. The main section is nearly 90 feet long. It con- § : sas 
tains nearly half of the 15,000 pairs of stock. The Choe oe . ’ a 
stock is open and easily within a clerk’s reach. At the © incisal ’ a ‘ 
junction with the other arm of the “L” is the main 
interior display area, with displays that can be changed 
in a few minutes to reflect the latest styles. 

The Slipper Bar is immediately to the left as a 
customer enters. It has proved to be an attractive 
corner and is used for seasonal displays and specials 
and is not confined to slippers alone. 

Carter’s has been in business in Springfield for 36 
years. The new store is a shift from a less desirable 
location to one in the heart of the downtown area. 
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Photographs show the 
front of Carter’s, the 
Slipper Bar, the Handbag 
and Hosiery department 
and the main interior 
display. Handbag and 
hosiery sales in the new 
store have nearly doub- 
led. The main interior 
display is the focal point 
of the store, set at the 
junction of two arms of 
the “L” shaped layout. 
Each arm has a separate 
street entrance. The 
curved entrance shown 
gives passing traffic the 
impression of an un- 
broken window display 
since the center, nearly 
ninety feet back, can be 
seen from the street as 
easily as the side win- 
dows. The store’s loca- 
tion aids in eliminating 
almost all reflection. 
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Consumer resentment at rising prices may pose 
real challenge for shoe business ahead. Increas- 
ing signs of backing off on buying by consumers. 
Report of University of Michigan’s Survey Re- 
search Center on its highly accurate consumer 
buying forecasts, shows growing consumer con- 
sciousness of steady rise in prices. Growing pub- 
lic attitude that “this is a bad time to buy.” 


Results of consumer attitude already showing 
up. For example, 1957 second quarter consumer 
spending rose only $1.1 billions, as against $4.4 
billions rise in fourth quarter of 1956. Savings 
rate for second quarter was $22 billions, a $3 
billions rise over first. So more money going into 
savings, less into goods and services. 


Much publicity about recent price increases in 
steel, coal, oil, food and other items is taking 
toll. Also, July index showed 11th straight 
month of rise in cost of living. This index now 
21.5 per cent above 1947-49 average. July was 
3.5 per cent above a year ago. Footwear has 
made its contribution, with the cost - of - living 
shoe price index four per cent over a year ago, 
and 28 per cent above the 1947-49 average. 


Recent announcement by International Shoe of 
its forthcoming price increases likely to bring 
wave of price increases (starting this fall) from 


many other shoe companies. If so, watch for 
several effects. First, any “mass” price in- 
creases could cause retail buying wave in effort 
to buy spring shoes at “old” prices. This could 
result in feast followed by famine at factory 
level. At retail level could cause hurts resulting 
from loaded inventories — especially if higher 
prices bring on even mild wave of consumer re- 
sistance. 


-Another possible effect to watch for: consumer 
trend toward lower priced shoes—away from 
high-ticket items. Unlikely that we’ll see any 
noticeable decline in over-all shoe buying. 
Rather, shift more likely to occur in consumer 
selections of price brackets. Upgrading as 
counter-force to up-pricing won’t change picture 
much. The ticket on the item is what will count. 
Conclusion: higher prices will be tougher to get 
come this fall and spring. 
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The men’s “switch to summer shoes” campaign 
has apparently flopped for the third straight 
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year. Shoe manufacturers and retailers find it 
difficult to fathom. Spot checks across the coun- 
try have shown that at east eight out of ten men 
continue to wear fall-winter footwear in summer 
months. From the ankles up attired in appro- 
priate warm weather wear—whether dress, cas- 
ual or sports—but shod in a pair of heavy 
brogues. 


Insight into maybe what’s wrong is indicated by, 
for example, recent nationally publicized photo 
showing dedication of Truman Library at Inde- 
pendence, Mo. In photo are Chief Justice War- 
ren, former president Hoover, Basil O’Connor 
(head of Library) and Harry Truman. All ex- 
cept Truman are wearing fall-winter shoes. Tru- 
man’s wearing a smart pair of shantung shoes. 
Ironically, these were given to him recently 
(along with a complete shoe wardrobe) by Boot 
and Shoe Workers Union. Made national pub- 
licity—excellent for shoe industry, especially 
men’s shoes. 


The slogan, “Look at Your Shoes—Everyone Else 
Does,” is a nice homily, but not effective. Look at 
the shoes of Hoover, O’Connor, Warrren, and 
thousands of other prominent males. Most aren’t 
wearing summer shoes. So the ordinary Joe 
says if those shoes are good enough for the fa-: 
mous and successful, they’re good enough for 
me. So the “Look at Your Shoes” slogan back- 
fires ... or at least fails to get the right im- 
pression across. At to men’s summer shoes, it’s 
evident that there’s still a lot of promotional 
spadework to be done. 


oo°o 


Recent study shows Chiropody to be young pro- 
fession. Average age of its 6,500 practitioners 
is only 39 years. Some 53 per cent have been in 
practice less than 10 years. Nearly half, or 48 
per cent, have gross incomes of under $10,000. 
Another 30 per cent averages between $10,000 
and $15,000. Only 22 per cent average over 
$15,000 a year. 


Oo 00 


Business advertising procedure may be in for a 
major upset if legislation by Rep. Emanuel 
Celler makes headway. Celler wants to ban the 
traditional “quantity discounts” to advertisers 
... that is, the proportionately lower rates based 
upon the amount of advertising space bought. 
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Small Store Builds 
Big Work Shoe Business 


THRIVING work shoe store that got its start 
in days when there was little work to be had 
is the unusual story of Austin’s in Los Angeles. 

To make their start even tougher, they took over a 
bankruptcy. It was in the dismal year of 1932. And 
it wasn’t even a work shoe store then—it was a novelty 
and luxury shop, one of the hardest hit of all lines in 
those days. But they made it go, and for many years 
now it has been a solid and successful enterprise. 

At present the store is owned by Gerald Wilson. 
His father had been a shoe retailer back in Nebraska. 
When hard times hit that state he migrated with his 
family to the West and looked around for something 
in the shoe business. He soon heard that a. small chain 
operation named Austin’s was going under, and he 
made a bid for the main store in the chain, with a 
North Broadway address. His offer was accepted and 
he took over a fine stock of novelty shoes, almost com- 
pletely unsalable in those dim days. 

But the elder Wilson knew that one little ray of light 
existed. He had heard that work was about to begin 
on an extension of the Colorado River Aquaduct, to 
bring water from the mighty river that separates Cali- 
fornia from Arizona, about 300 miles from Los 
Angeles. The tunnel was to be built through the Im- 
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Above: Owner Gerald Wilson be- 
lieves in mass display in his windows, 
features brand names and lots of . 
pairage. Merchandise is not low-price, 
however; quality runs all the way up. 


Charles Barnett (left) and owner Gerald Wilson 

check over some of the pairage in the huge 

stock ‘of work shoes that lines both walls of 
Austin’s Shoe Store in Los Angeles. 





ance Footwear: 
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DANCE FOOTWEAR 
Its Opportunities for the Shoe Retailer 


An estimated two and a half to three million 
individuals take dance lessons, most of them 
children. They use an average of two or more 
pairs of dance shoes a year. Dance shoes never 
go out of style. Hence there are no inventory 
problems, no mark downs. Customers come 
from any nearby dance schools or studios, 
also from the public schools, Y.W.C.A.’s, col- 
lege classes, exercise salons. Dance footwear is 
good bread and butter business. Many shoe 
retailers are benefiting from the trend. The 
youth population is growing. There is no 
indication the fad for lessons will decrease. 
Have you tapped the potentials for additional 
business? 


Modern Youth Shoes—Dance footwear has become so 
important that it is a part of regular sign. Dance foot- 
wear and accessories now exceed shoe volume. 
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Another view of store shows how shoe store atmosphere costumes sold and in stock in the store. They are on 
is retained. However, the dance atmosphere is enhanced _ view immediately to right of entrance. They are located 
with mannequins to right. These show various types of over the hosiery and accessory counter. 
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A Profitable Sideline 


Most dance pupils are under 13 years of age, the fastest growing segment 


of the population. The potential for dance shoes has not yet been touched. 


ALLET, toe, and tap dancing lessons for Amer- 

ican youngsters are booming all across the 

country. They are or should be, a boon to 
shoe retailers. 

A generation ago youngsters set off after school or 
on Saturdays with rolls of music or violin cases under 
their arms, bound for weekly music lessons. Today, 
a bag of dance shoes is the badge of culture. 

Dancing lessons have been spurred tremendously in 
the last ten years because of television. All forms of 
dancing have been featured on practically all pro- 
grams. The world’s best ballet companies have been 
brought into the average living room. 

The result is an estimated two and a half million 
individuals taking dancing lessons, There are some 
10,000 private dancing schools and studios. Dancing 
lessons are given at colleges, public schools, Y.W.C.A.’s 
and other institutions. They are popular too. This 
makes it easy for almost anyone to take dancing les- 


Dance footwear and other items are not accorded a 
separate department. Regular shoes are also still im- 
portant. However, illustrations show dancing figures do 
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sons. Most of the pupils are children under 13 years 
of age, the fastest growing segment of the population. 
Hence, the potentials for dancing lessons and use of 
dance shoes have not yet been touched. 

This can mean good extra bread and butter business 
to the shoe retailer. Many schools carry a supply of 
dance footwear and other accessories. But in many 
cases this is because there is no other source. Until 
dancing lessons became so popular, the need was filled 
chiefly through the manufacturers with their own retail 
outlets. These retail outlets still exist and have ex- 
panded, but can by no means fill the country-wide 
demands, One manufacturer alone has an estimated 
750 active retail shoe accounts. This is in addition to 
the shoes he sells directly to dance studios and theatri- 
cal and costume supply stores. 

Dance footwear as a sideline has many advantages. 
True, it requires a good inventory. But there is little 
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set the theme. Specialty items for dance costumes are 
shown on display unit in right center. Adjacent figure 
is clad in typical leotard, classic dancing lesson costume. 





A State-Wide Reputation 
For Quality and Fitting Service 


105 Year Old 


GREINER’S Columbus, Ohio 
Demonstrates the Value 


Of the Merchants 
Own Brand Name 


i ECAUSE of the excellent reputation for qual- 
ity and skill of its fitting service, physicians in 
more than 500 Ohio towns and cities refer their 
patients to Greiner’s. Greiner’s, which for 105 
years has been a Columbus institution, is a 
family shoe store . . . but it is particularly well 
respected for the job it does in juvenile shoes. 
In other departments Greiner’s features several 
brands but in juvenile shoes it concentrates on 
Ephrata for basic types and prescription work. 
Greiner’s is a perfect example of the way a smart 
merchant and a strong, quality line of shoes can 
build character for a store which no amount of 
national advertising can duplicate. 


EPHRATA SHOE COMPANY eruara 
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“In Infants’, Children’s and Misses’ Shoes 
EPHRATA 
Is All We Need 


Theyre The Finest” 


EPHRATA Juvenile Shoes Retail Profitably 
$500 to $750 


The Line With a Future 
for YOU 


Write for Catalog 


PENNSYLVANIA 
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New York Retailing 
Pattern Erratic 


SHOE retailing in New York is still 
erratic. Actually, the pattern hasn’t 
changed in the past two weeks. There 
are good days and poor ones. No one 
seems to be able to come up with a con- 
clusive answer. Once the weather has 
been taken into account, summer dol- 
drums acknowledged and other consid- 
erations expounded, it still doesn’t ex- 
plain why ... all things being equal 
. . . Stores carrying identical lines of 
shoes at the same price and doing busi- 
ness “at the same stand” will not come 
up with the same sales results. One 
store will be doing excellent business, 
while the other is doing very little. 

New York City has been fortunate. 
They have had a Summer Festival, 
which has brought thousands upon 
thousands of visitors to New York. 
Where there is that kind of large influx 
of people, there are bound to be some 
extra sales. The New York label, 
whether in shoes or apparel, is still an 
important conversation piece for the 
out-of-towners when they return home. 
As a result,-sales figures for many of 
the metropolitan stores have been good. 

Generally, however, merchants seem 
to be marking time. For the most part, 
promotions have been few and almost 
far between. In women’s shoes, casuals 
have been selling well. They are light, 
comfortable and good for this time of 
the year. There have also been promo- 
tions of pumps and open sandals in 
black and dark colors as the transition 
shoes—to be worn with the dark sum- 
mer cottons. In many of the stores, 
back-to-school departments are swing- 
ing into action. 

Merchants do not expect any real 
change in the shoe selling picture for 
the next few weeks. However, they 
look forward to a good selling season, 
once the Labor Day week-end is over. 


* * * 


Clearances the Rule 
In Chicago Stores 


CLEARANCE sales marked Chicago re- 
tail shoe activity through most of July 
and into early August. Sixty-five per 
cent is the estimate of total sales 
volume for clearance merchandise. Col- 
lege and back-to-school shoes, light 
weight transition fashion shoes in 
suede and calf, and so-called comfort 
shoes accounted for the rest. 

Despite recurrent complaints about 
poor weather, the over-all summary is 
not bad. Most stores broke even in 
May and June and at this point are 
slightly ahead for the year. Inven- 
tories, generally, are in line and in 
some cases ahead of plan. However, 
mark-downs are more than normal. 
This represents the middle-of-the road 
conservative element. The high fashion 
and top grade stores and departments 
present a slightly better picture. For 
the lower end outlets, the report is 
less encouraging, but no marked losses 
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are cited. 

There’s one point on which nearly 
all shoe men in this area are agreed. 
White was not as important a fashion 
as had been predicted. Shantung 
pumps and a few stripping types are 
probably the exception. Therefore, 
mark-downs have been excessive. Beige 
dress shoes did not live up to expecta- 
tions, despite the fact they had an early 
surge in May. Beige in casuals in 
straw, cork, pig, and other materials 
was most active, with some patterns 
cleared out completely. 

Black has already started its sea- 
sonal push. Predictions are that it will 
continue to accelerate and that this 
will be one of the biggest black seasons 
in years. Current demands are for 
light weight suedes. Filagree pumps, 
and some sandal types are favored. 
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This Julianelli laced pump makes an ideal 
high style promotion. Julius Garfinckel 
& Co., Washington, D. C. (2 cols.) 
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Some calf is also selling in fashion 
pumps and in comfort type shoes. 
Purchases of back-to-school shoes 
follow the style trend fairly accurately. 
The tapered toes are being accepted 
without question in campus as well as 
dress shoes. Marshall Field & Co. de- 
voted an entire window to campus 
shoes. It’s title was “Little heels and 
flats are leading the way back to 
school.” The bubble saddle, bicycle bal, 
and soft moccasin types appear to 
be edging out the traditional versions. 
* * * 


Optimism Rules 
In Denver 


THE overall shoe retail business in 
the Denver area in July was even with 
or above July sales figures for 1956. 
Two large family shoe store chains, 
with shops in neighboring cities and 
towns, reported business, in pairage 
and sales volume, 15 to 20 per cent 
above July, 1956, totals. Women’s and 
children’s shoe business has been better 
than men’s; one leading downtown 
Denver men’s shoe store proprietor 
said that his business up to early 
August was off 10 per cent as com- 
pared to 1956. Summer clearances were 
emptying shelves for fall wear, much 
of which had arrived by mid-August, 
when back-to-school and men’s shoe 
promotions were to start in earnest. 

Women’s shoe buyers and other re- 
tailers were the most optimistic over 
fall business prospects. Women’s fall 
shoe promotions ran along with sum- 
mer clearance sale ads, and with fine 
results. In the stores catering to the 
middle-of-the-road women’s shoes, 
price-wise and _ fashion-wise, black 
suede appears to be the best seller for 
early fall. Textured leathers were 
showing some interest. One buyer said, 
“Our customers are going for the slim 
silhouettes this time because they are 
built on good lasts. They are object- 
ing a little to the very slim heels in 
21/8’s and 23/8’s, but are showing a 
decided interest in the new ‘little heel’ 
accompanying the tapered toe.” In the 
high fashion salons, the story was of 
extreme tapered toes as well as 
modified, and more interesting stiletto 
heels in higher heights than in the so- 
called ‘little heels.’ ” 

At one department store, a buyer 
said that an early fall leader in all 
three women’s shoe shops (suburban 
and downtown) has been a veiled black 
suede closed pump with a narrow 
matching bow, delicately tapered and 
high of heel, and a sling pump with 

[TURN TO FOLLOWING PAGE, PLEASE} 
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tiny weskit tie of patent, both selling 
at $19.95. Brocades and satins, jewels 
and bows, all on long, tapered lines are 
most important in the high-fashion 
shops where shoes are selling in tue 
$30-up range. While textured leathers 
and smooth leathers with trim will be 
important, these shops predict one of 
the biggest seasons in reptile shoes and 
bags. In the lower-priced and casual 
fields, textured pig leathers in cork tan, 
smoked gray and black doeskin slim- 
lined flats are beginning to sell in 
volume. In children’s shoes, because of 
unusually hot weather, canvas and 
barefoot sandals have sold in larger 
quantity than for many summers, 
neighborhood stores reported. Men’s 
shoe stores reported one reason for 
their losses lay in the fact that their 
clearances had to be about 95 per cent 
summer shoes, only 5 per cent others, 
because of the unseasonable weather 
in spring and early summer. 

All in all, retailers from the Denver 
area see only continued prosperity and 
expansion in the last half of the year. 
Denver business and industry wound 
up the biggest six months in the city’s 
history, with bank deposits, postal re- 
ceipts, employment and _ population 
gains at a record high. Denver area 
population was estimated at 790,000 at 
mid-year with an increase of 1,500 to 
2,000 monthly, as the floodtide of 
migration into Greater Denver con- 
tinues. “All this,” said one of the 
largest shoe retailers in the Rocky 
Mountain area, “points to one thing: 
Our shoe selling potential here is one 
of the best in the entire country.” 

~ oe * 


Summer Clearances 
Successful in St. Louis 


Earty August found retail shoe 
stores and departments in St. Louis 
still doing almost all of their business 
on sale merchandise. 

Clearance racks and tables had that 
picked-over look which accompanies 
their last-ditch stand. Summer stocks 
in general were reported cleared to the 
point where dealers were not worried. 
However, high heeled women’s dressy 
shoes, particularly in white, have not 
cleared as well as hoped for, dealers 
say. Casuals are well down. In the 
suburbs, casuals are gone, and many 
of the heeled shoes have been moved to 
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main stores downtown to consolidate 
size selection. 

Canvas playshoes in all categories 
have cleared well. 

Many retailers in family type subur- 
ban stores find themselves in an un- 
usual situation. Summer shoes are 
cleared, but spring shoes are still oc- 
cupying valuable stockroom space. 
Many pairs, retailers say, were left 
over as the result of poor April and 
May selling. These pairs may reap- 
pear in some dealers’ windows as fall 
items. 

With clearance shoes making up such 
a large percentage of the total sales, 
no particular patterns or styles stand 
out as best selling items. Buyers and 
department managers are enthusiasti- 
cally eyeing prospects for a good fall. 
The new look to women’s pairs, plus 
the abundance of newsy fabrics and 
leathers, will mean heavy volume at 
retail when cooler weather sets in, 
dealers feel. 

College and career types were widely 
displayed and publicized in early 
August, with some resultant sales. Fall 
fashion shoes went into salon display 
cases and islands, and even into store 
windows, but momentum on these types 
has not really started. 

A special promotion on a sleek black 
suede transitional pump with nylon 
lace toe insert was reported as quite 
successful, with a good response noted 
dispite scorchingly hot St. Louis tem- 


peratures. 
* a * 


Clearances Headline 
San Francisco Trade 


CLEARANCE has been the headline 
word in shoe stores in San Francisco. 
Practically all shoe retailers have been 
driving hard to move the merchandise 
now on hand to make room for fall 
deliveries. In most cases the customer 
response has been very satisfactory. 

Along with the clearance sales came 
the first showings of the new fall 
styles. The new textured, scored 
suede numbers are attracting customer 
interest. The White House is featur- 
ing a variety of these in both open 
and closed models, but all with very 





Julianelli’s forecast in form 


Another Julianelli tapered toe with 
laced effect. A transition shoe, soft and 
light. J. P. Allen, Atlanta (4 cols.). 


slim toes and heels, and having buckles 
or lace and ribbon toe decorations. They 
are priced at $19.95 and there are 
matching bags to go with them. Som- 
mer & Kaufmann have other models of 
scored suede from $14.95 up. 

Of special interest to local shoe re- 
tailers is the showing of the Christian 
Dior line of shoes at I. Magnin & Co. 
The complete line covers models for 
morning shopping, and daytime and 
informal wear as well as the strictly 
formal wear numbers. There are both 
open and closed types, but the heels 
are mostly small. Prices are in the 
$25 to $30 brackets on most models. Of 
particular local interest is the fact 
that there is no special emphasis on 
the needle-point toe in the Dior line. 

Retailers in this area seem to be 
going slow in their ordering of this 
new needle-point style. With stocks of 
the more conservative numbers on hand 
which they feel a large number of 
their customers prefer, they are in- 
clined to look upon the new needle- 
point idea as a novelty number. 


* # * 


Summer Sales Volume 
Disappoints Milwaukee Shops 


RETAILERS here have been finding 
this an unusual summer. It inched off 
to a slow start. Store traffic was affect- 
ed by a hangover of dreary, rainy 
weather inherited from a wet spring. 
Early summer promotions failed to stir 
excitement, and sales lagged ominously 
in late June and early July. 

A sharp improvement appeared, 
however, in early July as the weather- 
man relented, and came through with 
a generous quota of sunny, warm days. 
But, the damage to a large extent, had 
been done. Dealers claim that a lot of 
people didn’t get around to buying 
summer shoes because of the indefinite 
weather pattern. They held back, wait- 
ing for better weather until they 
reached the “point of no return.” Sales 
of summer footwear, as a result, have 
been spotty. 

Several important buyers report that 
the public’s indecision kept them from 
replenishing their stocks in time to 
take advantage of the favorable turn 
in weather conditions. “We could have 
moved a lot more summer shoes during 
July, but we didr.’t feel like building up 
our inventories at a late date,” said 
one. 

Most of July was marked by clear- 
ance sales throughout the area. Stores 
reported that these summer clearances 
went over quite well. Shelves are fairly 
well cleaned out of summer merchan- 
dise. 

Women’s departments experienced a 
good clearance of white shoes. Down- 
town department stores and specialty 
shops noted that the acceptance of the 
modish pointed toes and narrow heels 
has become widespread. Backless shoes 
are also gaining in favor with the style- 
conscious customers. 
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WATCH THEM PICK UP... 


een 


WOMEN’S SLIPPERS 


“Kin bf 


MEN'S SLIPPERS 
AND SANDALS 


| ieee 


CHILDREN'S SLIPPERS 


IRRESISTIBLE LINES THAT WILL 
CATCH THE EYE OF MAN AND BOY, 
WOMAN AND GIRL...THEY'LL ALL 
WANT THE BRAND NAMES KING'S 
FOOTWEAR HAS MADE FAMOUS 
THROUGH SMART STYLING AND 
SOLID VALUE. WHILE YOU WATCH 
THEM PICK ‘EM UP, YOU'LL DOA 
DOUBLE-TAKE ON YOUR SALES PICK 
UP...AND BEST YET, ALL THREE LINES 
ARE AVAILABLE FROM ONE SOURCE. 


KINGS FOOTWEAR COMPANY « 47 WEST 34TH STREET, NEW YORK 1,N.Y. 
FEATURING SUPER-SOFT, SUPER-LIGHT, BILTRITE NURON-CREPE SOLES. 
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all this empty space 
is just a reminder that empty boxes never made 
any money for you. Now is the time to 
fill in 
your back-to-school stocks. Look over your shelves, size up, 


and shoot your orders to us. Our in-stock service 
is ready to help you meet the bigger-than-ever demand for 


Little Yankees * Debuteens * Yankee Youths 


The Yankee Shoemakers, division of Sam Smith Shoe Corp., Newmarket, N. H. 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





New England 


New ENGLAND manufacturers of women’s volume grade 
shoes may be in for a slack period. As of August 1, few 
had orders on hand which would take more than two 
weeks to complete and could see little prospect of book- 
ing more until the fall season at retail got well under way. 
There was some hope, but not much, that scattered re- 
orders might be picked up in New York during the 
Leather Show. 

Manufacturers of better grades complain of the shortage 
of lasts, the shortage of bows and other ornaments and the 
shortage of labor. With one manufacturer it is the first; 
with another the second; and with a third, the labor 
problem. 

All feel, furthermore, that a price increase is long over- 
due. They contend that the limit has been reached in their 
ability to absorb higher costs. Some maintain that an in- 
crease would be justified on all shoes made during the re- 
mainder of the fall season. 

Bright spot in the picture is found in men’s medium 
grade shoes, work shoes and children’s footwear where uni- 
formly good business is the rule rather than the exception. 

Production during the first six months of this year, as 
reported by the Bureau of the Census, was disappointing 
although not badly off from the 1956 figures. Maine fac- 
tories produced 23,383,000 pairs compared with 24,410,000 
in the first half of last year. Massachusetts production 
was 51,318.000 whereas the same state turned out 55,874,- 
000 last year. New Hampshire’s figures were 20,803,000 
pairs. In 1956, New Hampshire’s total was 20,862,000. 


Chicago 


SECOND run orders are gradually accelerating. Produc- 
tion schedules on shoes for October and November delivery 
are not yet fully under way. This is a greater lag than has 
been seen in some time. It is not expected to affect business, 
however. Orders when they do come in are as strong as a 
year ago. Most are equal in volume, some slightly ahead. 

The lag is strictly speaking a change of pace, dictated 
by style factors and a changed merchandising approach. 
Rapid style changes within the industry itself have short- 
ened open-to-buy periods for nearly all outlets. Further- 
more, women don’t buy the same fall shoes they did five 
years ago. The first buy used to be all suede, the second 
all calf. This is no longer true. Calf now has early impor- 
tance, in some areas as much as suede. Second buys are 
re-inforcing suede and filling in on current fast selling 
types at the retail level. Some patent is being ordered and 
is expected to become volume for delivery from mid- 
November on. Black dominates in all orders. However, 
there is a growing demand for red. More blues are showing 
up in second runs. For cocktail and dressy types there is a 
swing to brocades, moires, satins and other fabrics. There 
is no question of the acceptance of the tapered toes, al- 
though there is caution in commitments for the needle 
versions. 
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Some second orders 


especially broad 


There is a trend worth noting. 
show a greater percentage of open shoes, 
strippings and small open toe treatments. This may surge 
over for greater influence in spring shoes. These spring 
shoes are now beyond the talking stage. Some are off the 
designers boards. A few have had cautious sallies into 
private previews here and there across the country. The 
above-mentioned broad stripping types and some anklets 
have been included. There are definitely more open types, 
at least in the experimental stage. 


St. Louis 


CURRENT conditions in St. Louis shoe manufacturing 
are good. Production continues steadily to meet delivery 
schedules. Most deliveries are getting out on time, but 
some are approximately 10 to 15 days behind. 

Many firms are resorting to overtime to bridge the gap. 
One specialty house reports that workers are putting in 
night hours, plus half days on Saturday, building up hours 
that just about equal working a seven day week. 

Volume of business is given by most firms as “good” to 
“excellent,” as far as orders go. When queried, producers 
indicated that sales volume is “up 17 per cent,” “up 20 
per cent,” and even “up 30 per cent” over this time last 
year. Prospects for the last half of 1957 continue to be 
good. 

Some shortage of skilled labor has been noted in the 
area. Help Wanted columns of local newspapers list 
openings for cutters, buffers, fitting room workers and the 
like. The labor shortage is not considered by manufac- 
turers to be serious, but rather a normal accompaniment to 
capacity production schedules. 

International Shoe Company has announced that it will 
extend its pension program to include approximately 22,000 
additional employes. The plan, financed entirely by the 
company, provides payments up to $37.50 per month, de- 
pending upon length of credited service. It is anticipated 
that other shoe firms in St. Louis will look toward adopting 
pension benefits, which should have the end result of 
strengthening labor-management relations here. 

Fashion coordinators from St. Louis women’s houses con- 
tinue to feel that the coming fall will be one of the dullest 
in history, as far as color in shoes is concerned. To them it 
looks like an all-black-or-brown season, with no color notes 
to help sell women that precious extra pair. Whiskey 
brown appears to be the brightest color that will reach 


any volume. 
New York State 


SHOE manufacturing in New York City is generally satis- 
factory. Reports indicate that some factories are quite 
busy, while for others the story is “business is so-so.” 
Shipments of fall shoes are going out on schedule and 
expectations are that there will be a definite acceleration 
at the retail level, by the end of the month, which in turn 
will be reflected in bigger and better orders from mer- 


chants. 
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Washington 
Newsreel 
[CONTINUED FROM PAGE 32] 


spending of defense dollars. 

Quite a few responsible congressmen 
on both sides of the political aisles will 
tell you of their inner dismay over this 
year’s $40 billion defense budget, but 
publicly they will go ahead and vote 
for it. 

The off-the-record uneasiness in the 
Senate and House cloakrooms traces 
back to an awareness of history: Na- 
tions unwilling or unable to stop spend- 
ing more than half their annual budg- 
ets on arms are headed for trouble. 
Long-range, the strain is simply too 
much for any country. Empty trea- 
suries and dried-up credit sources are 
the inevitable results. 

What happens when you start to 
slow up a defense program that’s been 
picking up speed over a 20-year period? 
William M. Martin, the chairman of the 
Federal Reserve Board and a forth- 
right, honest politician, says the effect 
would be painful to everybody for a 
while. However, the “painful period” 
would be much shorter than most 
people think. 

Assume a theoretical cut of 50 per 
cent in defense spending. 

Mr. Martin admits such a cut—from 
$40 billion to $20 billion—would cause 
some rough jolts in both management 
and the labor force. But he also 
stoutly maintains that both manage- 
ment and the labor force are tough 
enough and adaptable enough to spring 
back quickly—say, within one to two 
years. 

The period of readjustment, during 
which many firms and workers would 
convert to civilian-type production — 
would clearly be a strain, but a short 
one, he insists. 

But it would be worth it, Mr. Mar- 
tin believes. Any nation that makes 
productive goods is more prosperous 
and its citizens are better off than a 
nation that specializes in the destruc- 
tive goods of war. 

Don’t count on any such develop- 
ments this year, at any rate. Plenty of 
congressmen believe Martin is right, 
but they fear the political consequences 
involved at this time in talking about 
a possible readjustment from a $40 bil- 
lion a year military spending program. 
The day of reckoning is still beyond 
the horizon—so far. 


Important Shoes 
[CONTINUED FROM PAGE 45] 


“mama shoes.” Since we admit that 
there are “no old ladies today,” we 
should put the idea of shoes for such 
women out of our minds. 

Instead of depressing women by tell- 
ing them that their feet have such and 
such faults and that they cannot wear 
such and such styles, tell them that 
these are the shoes that will keep them 
active and attractive. 
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The Italian 
Shoe Industry 


[CONTINUED FROM PAGE 47] 


many other centers such as Rome, 
Naples, Stra, Bologna, Milan, Florence 
—each one known for its shoemaking 
specialty. 

Heart of the men’s shoemaking in- 
dustry is found in Parma, Modena, 
Ferrara, Piacenza and Allessandria. 
Center of the children’s shoe industry 
is the Montegranado area in mid-Italy 
(though the leading children’s shoe 
firm is Lola, in Milan). Several centers 
specialize in women’s shoes: Bologna 
and Florence make fine women’s shoes. 

Naples has many shoemaking shops 
or factories where a great variety of 
footwear is made in the lower priced 
brackets. Milan itself doesn’t specialize 
but makes shoes of many types. Heart 
of Italy’s mechanized shoe industry is 
Vigevano, outside of Milan. There are 
about 800 shoe factories and shops 
here, plus 1200 allied trades shops. 
Though these shoes from this area are 
finely made, some of the fine-crafted 
artisanship has been sacrificed to 
achieve mass production and lower 
costs. 

But the world’s centers of women’s 
exquisite footwear are Stra and Para- 
biagio. These are noted as the creative 
cores of Italian shoemaking. Stra, a 
small town close to Padua in the Ven- 
ice province, has about 80 shoemaking 
shops, most run by artisans. Parabi- 
agio, outside of Milan, has about 100 
artisan shoe shops. The world’s most 
beautiful shoes are made here—im- 
peccable shoemaking combined with 
superb creative talent. 


The Shoe Industry 


The Italian shoe industry is actually 
two distinct industries: the mechanized 
branch and the artisan branch. The 
chasm between the two is unbridgeable. 
Though increasing mechanization has 
come into the industry, it’s still large- 
ly a craft industry. Mass production 
has gained a real foothold, but has not 
yet reached dominance. Not that there’s 
resistance to industrial progress. 
Rather, there’s such fierce pride in the 
shoemaking craft that the feeling is 
that the true art of shoemaking is lost 
when the machine becomes more im- 
portant than the hand. 

In America, this “resistance” would 
soon be submerged. But the Italian con- 
sumer still demands individuality and 
craftsmanship in shoes. Such demand 
has played in favor of artisan shoemak- 
ing. 

The Italian shoe industry is in no 
way unified or organized at it is in the 
U. S. There are no central sources of 
information. The industry’s trade asso- 
ciations play only a small, ineffectual 
role. For example, there’s a national 
trade association of shoe retailers, but 
it has very small membership and little 
active participation from members. 


Several of the regional shoemaking 
centers have their own trade associa- 
tions, but these again have little activ- 
ity. This applies to manufacturers, re- 
tailers, wholesalers, travelers or any 
other group. 

Chief reason for this is that the 
great majority of companies and stores 
are individual or family enterprises, 
without stockholders or other “outsid- 
ers.” Each firm’s business is kept in 
private confidence. There is reluctance 
or refusal to exchange information 
among firms or within a trade associa- 
tion. Strong emphasis is given to indi- 
viduality and independence by each 
firm. This, say the shoemen, is the 
way it has been for centuries, and is 
an inherent part of the Italian ‘“men- 
tality.” 

According to the “official” statistics, 
Italy produces about 40 million pairs 
of leather shoes a year. Some 35 per 
cent are men’s, 25 per cent women’s, 
and 25 per cent children’s. In addition, 
there’s an estimated 10 or 12 million 
pairs of cloth slippers and sandals and 
rubber-fabriec footwear. The truth is, 
however, that these figures are totally 
unreliable. The same figures have been 
used for some 25 years, and at best 
they’re only the roughest kind of guess. 
There’s no central clearing house for 
shoe production or other pertinent fig- 
ures. 

A large, mechanized shoe plant will 
produce 700 to 900 pairs of shoes, a 
day, which is very small by U. S. stand- 
ards. The artisan shops—the real heart 
of the industry—average between 20 
and 60 pairs a day. Some of this output 
is sub-contracted work from mechan- 
ized plants. Many more machine-made 
shoes are being produced today than 
before the war. However, the industry 
has the capacity to produce at least 
three times more footwear than it does. 
Except for the two busy seasons, spring 
and fall, there is a good deal of idle 
time within the industry. That’s why 
the industry is making a strong bid 
for export markets, with especial in- 
terest in the lucrative American mar- 
ket. 

On the basis of the production fig- 
ures, per capita consumption of leather 
shoes “averages” less than one pair 
for the 48 million population. But ac- 
tually consumption is much higher. 
Shoe consumption is much greater in 
the cities than in the small towns or 
villages; and greater in the industrial 
north than in the poor, agricultural 
south where barefootedness is preva- 
lent among the children, and carpet 
slippers are worn by women in the 
rural areas. The consumption pattern 
may be compared with the U. S. pat- 
tern where, for example, per capita 
shoe consumption in Mississippi is two 
pairs as against four pairs in New 
Jersey. The same factors of economics 
and climate have a bearing on shoe use. 

According to the “statistics” there 
are 45,000 shoe workers. But there’s 


[TURN TO PAGE 62, PLEASE] 


Boot and Shoe Recorder 











IS THE HAND BEHIND THE BRAND 


Great brand names do not grow by chance. 
They grow through consistency, through 
good times and bad. 


The Vitality brand has developed through 
consistent style and quality leadership... 
through service and attention to the selling 
plan that embraces a liberal mark-up pro- 
gram and an efficient in-stock service to 


assure profits. And Vitality is priced for 
big volume selling. 


Year after year, Vitality’s powerful national 
advertising program builds consumer ac- 
ceptance for the Vitality brand name. The 
Vitality plan is a complete plan, solidly 
built and maintained. Vitality retailers profit 
from selling Vitality Shoes. You will, too. 


CGD stores 


SHORS : 


VITALITY 


famous for fashion and fit 131095 to $1395 


Vitality Wanderlust Shoes, from $8.95 styled for the young and young in heart. 


Vitality Shoe Company, Division of International Shoe Company, St. Louis 3, Missouri. « New York Office: Room 912, Marbridge Building, 47 W. 34th Street 


August 15, 1957 61 





Washington 
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[CONTINUED FROM PAGE 32] 


spending of defense dollars. 

Quite a few responsible congressmen 
on both sides of the political aisles will 
tell you of their inner dismay over this 
year’s $40 billion defense budget, but 
publicly they will go ahead and vote 
for it. 

The off-the-record uneasiness in the 
Senate and House cloakrooms traces 
back to an awareness of history: Na- 
tions unwilling or unable to stop spend- 
ing more than half their annual budg- 
ets on arms are headed for trouble. 
Long-range, the strain is simply too 
much for any country. Empty trea- 
suries and dried-up credit sources are 
the inevitable results. 

What happens when you start to 
slow up a defense program that’s been 
picking up speed over a 20-year period? 
William M. Martin, the chairman of the 
Federal Reserve Board and a forth- 
right, honest politician, says the effect 
would be painful to everybody for a 
while. However, the “painful period” 
would be much shorter than most 
people think. 

Assume a theoretical cut of 50 per 
cent in defense spending. 

Mr. Martin admits such a cut—from 
$40 billion to $20 billion—would cause 
some rough jolts in both management 
and the labor force. But he also 
stoutly maintains that both manage- 
ment and the labor force are tough 
enough and adaptable enough to spring 
back quickly—say, within one to two 
years. 

The period of readjustment, during 
which many firms and workers would 
convert to civilian-type production — 
would clearly be a strain, but a short 
one, he insists. 

But it would be worth it, Mr. Mar- 
tin believes. Any nation that makes 
productive goods is more prosperous 
and its citizens are better off than a 
nation that specializes in the destruc- 
tive goods of war. 

Don’t count on any such develop- 
ments this year, at any rate. Plenty of 
congressmen believe Martin is right, 
but they fear the political consequences 
involved at this time in talking about 
a possible readjustment from a $40 bil- 
lion a year military spending program. 
The day of reckoning is still beyond 
the horizon—so far. 


Important Shoes 
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“mama shoes.” Since we admit that 
there are “no old ladies today,” we 
should put the idea of shoes for such 
women out of our minds. 

Instead of depressing women by tell- 
ing them that their feet have such and 
such faults and that they cannot wear 
such and such styles, tell them that 
these are the shoes that will keep them 
active and attractive. 
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The Italian 
Shoe Industry 


[CONTINUED FROM PAGE 47] 


many other centers such as Rome, 
Naples, Stra, Bologna, Milan, Florence 
—each one known for its shoemaking 
specialty. 

Heart of the men’s shoemaking in- 
dustry is found in Parma, Modena, 
Ferrara, Piacenza and Allessandria. 
Center of the children’s shoe industry 
is the Montegranado area in mid-Italy 
(though the leading children’s shoe 
firm is Lola, in Milan). Several centers 
specialize in women’s shoes: Bologna 
and Florence make fine women’s shoes. 

Naples has many shoemaking shops 
or factories where a great variety of 
footwear is made in the lower priced 
brackets. Milan itself doesn’t specialize 
but makes shoes of many types. Heart 
of Italy’s mechanized shoe industry is 
Vigevano, outside of Milan. There are 
about 800 shoe factories and shops 
here, plus 1200 allied trades shops. 
Though these shoes from this area are 
finely made, some of the fine-crafted 
artisanship has been sacrificed to 
achieve mass production and lower 
costs. 

But the world’s centers of women’s 
exquisite footwear are Stra and Para- 
biagio. These are noted as the creative 
cores of Italian shoemaking. Stra, a 
small town close to Padua in the Ven- 
ice province, has about 80 shoemaking 
shops, most run by artisans. Parabi- 
agio, outside of Milan, has about 100 
artisan shoe shops. The world’s most 
beautiful shoes are made here—im- 
peccable shoemaking combined with 
superb creative talent. 


The Shoe Industry 


The Italian shoe industry is actually 
two distinct industries: the mechanized 
branch and the artisan branch. The 
chasm between the two is unbridgeable. 
Though increasing mechanization has 
come into the industry, it’s still large- 
ly a craft industry. Mass production 
has gained a real foothold, but has not 
yet reached dominance. Not that there’s 
resistance to industrial progress. 
Rather, there’s such fierce pride in the 
shoemaking craft that the feeling is 
that the true art of shoemaking is lost 
when the machine becomes more im- 
portant than the hand. 

In America, this “resistance” would 
soon be submerged. But the Italian con- 
sumer still demands individuality and 
craftsmanship in shoes. Such demand 
has played in favor of artisan shoemak- 
ing. 

The Italian shoe industry is in no 
way unified or organized at it is in the 
U. S. There are no central sources of 
information. The industry’s trade asso- 
ciations play only a small, ineffectual 
role. For example, there’s a national 
trade association of shoe retailers, but 
it has very small membership and little 
active participation from members. 


Several of the regional shoemaking 
centers have their own trade associa- 
tions, but these again have little activ- 
ity. This applies to manufacturers, re- 
tailers, wholesalers, travelers or any 
other group. 

Chief reason for this is that the 
great majority of companies and stores 
are individual or family enterprises, 
without stockholders or other “outsid- 
ers.” Each firm’s business is kept in 
private confidence. There is reluctance 
or refusal to exchange information 
among firms or within a trade associa- 
tion. Strong emphasis is given to indi- 
viduality and independence by each 
firm. This, say the shoemen, is the 
way it has been for centuries, and is 
an inherent part of the Italian ‘“men- 
tality.” 

According to the “official” statistics, 
Italy produces about 40 million pairs 
of leather shoes a year. Some 35 per 
cent are men’s, 25 per cent women’s, 
and 25 per cent children’s. In addition, 
there’s an estimated 10 or 12 million 
pairs of cloth slippers and sandals and 
rubber-fabric footwear. The truth is, 
however, that these figures are totally 
unreliable. The same figures have been 
used for some 25 years, and at best 
they’re only the roughest kind of guess. 
There’s no central clearing house for 
shoe production or other pertinent fig- 
ures. 

A large, mechanized shoe plant will 
produce 700 to 900 pairs of shoes, a 
day, which is very small by U. S. stand- 
ards. The artisan shops—the real heart 
of the industry—average between 20 
and 60 pairs a day. Some of this output 
is sub-contracted work from mechan- 
ized plants. Many more machine-made 
shoes are being produced today than 
before the war. However, the industry 
has the capacity to produce at least 
three times more footwear than it does. 
Except for the two busy seasons, spring 
and fall, there is a good deal of idle 
time within the industry. That’s why 
the industry is making a strong bid 
for export markets, with especial in- 
terest in the lucrative American mar- 
ket. 

On the basis of the production fig- 
ures, per capita consumption of leather 
shoes “averages” less than one pair 
for the 48 million population. But ac- 
tually consumption is much higher. 
Shoe consumption is much greater in 
the cities than in the small towns or 
villages; and greater in the industrial 
north than in the poor, agricultural 
south where barefootedness is preva- 
lent among the children, and carpet 
slippers are worn by women in the 
rural areas. The consumption pattern 
may be compared with the U. S. pat- 
tern where, for example, per capita 
shoe consumption in Mississippi is two 
pairs as against four pairs in New 
Jersey. The same factors of economics 
and climate have a bearing on shoe use. 

According to the “statistics” there 
are 45,000 shoe workers. But there’s 
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IS THE HAND BEHIND THE BRAND 


Great brand names do not grow by chance. 
They grow through consistency, through 
good times and bad. 


The Vitality brand has developed through 
consistent style and quality leadership... 
through service and attention to the selling 
plan that embraces a liberal mark-up pro- 
gram and an efficient in-stock service to 


assure profits. And Vitality is priced for 
big volume selling. 


Year after year, Vitality's powerful national 
advertising program builds consumer ac- 
ceptance for the Vitality brand name. The 
Vitality plan is a complete plan, solidly 
built and maintained. Vitality retailers profit 
from selling Vitality Shoes. You will, too. 


CGD svoes 


— 


VITALITY 


famous for fashion and fit 11025 to $1395 


Vitality Wanderlust Shoes, from $8.95 styled for the young and young in heart. 
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nothing accurate or reliable about this. 
There are undetermined thousands of 
home workers and independent artisans 
who aren’t “listed.” Even the mechan- 
ized shoe plants keep their figures 
secret, or give out only the roughest 
figures. These plants highly value their 
skilled craftsmen, hence keep a shroud 
of secrecy around their number, skills 
and other data. 

The average shoe worker earns about 
$20 a week, though wages depend upon 
the occupation and skill. The operators 
work a 48-hour week, six days a week. 
In the majority of shops the worker 
is paid by the hour, day or week rather 
than on piece-work rates. This applies 
especially to artisan shops where work 
can’t be measured by quantity of out- 
put. These craftsmen are artisans and 
don’t work by the clock. Yet they’re 
highly conscientious, work steadily and 
rapidly, and are proud of the quality of 
their work. 

It’s impossible to compare Italian 
shoe productivity or man-hour output 
with U. S. standards. It’s like compar- 
ing apples with oranges. Artisan shoe 
work, which is dominant in Italian 
shoemaking, makes the time and pro- 
ductivity elements of secondary im- 
portance. Quality and esthetic values 
take first importance. When the Italian 
Productivity Team came to the U. S. a 
few years ago to study our shoe indus- 
try, they went back impressed with 
many things about our industry opera- 
tions. But they agreed that little of our 
efficiency methods could be applied be- 
cause of the peculiar artisan structure 
of their own industry. 

However, one large mechanized plant 
(which we can’t mention by name) 
gave us their productivity figures: an 
average of six pairs per worker per 
day. This is ~ very high rate of output 
considering that much of this work is 
still partly artisan. Average pairage 
output in the U. S. is over nine pairs a 
seven-hour day, or nearly 11 pairs for 
eight hours. However, American shoes 
are more simplified, and almost com- 
pletely machine-made. 

In Italy, every shoemaker considers 
himself an artist. Though he gets paid 
primarily for his shoemaking skill, he 
nevertheless can’t make shoes without 
applying his artistic talents, which 
comes as a matter of natural pride. 
The chief competition among the shoe 
artisans isn’t so much a matter of tech- 
nical skills as of creative ability. The 
“work of art” is paramount. The arti- 
san isn’t paid for his time, for time 
means nothing. The buyer’s judgment 
is based on the creative beauty and 
quality craftsmanship of the product. 

Fundamentally, these artisans are 
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“workers of leather” as a sculptor is 
a worker of stone. The artisan care- 
fully studies each piece of leather, then 
“translates” it into the finished shoe. 
So intimate is his knowledge of leath- 
ers that he finds it difficult—even at 
times objectionable—to work with other 
materials. Every finished shoe must be 
perfect. Even the tiniest scratch on 
the sole will mean the shoe’s return 
from the retailer—for the latter has 
been conditioned to expect perfection. 
This applies to the consumer as well. 

Artisan shoemaking is so individual- 
ized that an experienced shoeman can 
instantly tell from what part of the 
country the shoe was made. Each re- 
gion has its traditional, distinctive 
shoemaking touches or design treat- 
ments that distinguish the shoe from 
those made in other regions. To copy 
the artisan work of another region is 
unthinkable for the shoe artisan. 

Some unbelievable works of true art 
are achieved in shoes. I saw one shoe, 
for example, with a cathedral picture 
hand sewn into the vamp. The cathe- 
dral, done in seven colors, was a replica 
of one in Milan, exact in every detail. 
This was done for a special customer. 
The retail cost: about $45. In America 
it would have cost a minimum of $150 
or more. 

This is the first of three articles by 
Mr. Rossi on the Italian shoe industry. 


Preston Beyer 


[CONTINUED FROM PAGE 42] 


foremen, office manager, four sales- 
men... and Preston Beyer, its presi- 
dent. Its reputation as specialists in 
high grade wedges is national and the 
finest stores all ever America are its 
customers. Pres Beyer says: “We be- 
lieve in wedge heel shoes. They have 
a very definite place in a woman’s shoe 
wardrobe. They can be dressy or 
casual. We try to make ours the finest 
wedge heel shoes in America—good- 
looking, good-fitting and comfortable.” 
Mel Preston Shoe Company is always 
looking for something that is new 
and exciting. Early this year, through 
a contract with the inventor, they ob- 
tained exclusive rights to a scooped 
wedge, called TIP TOZ, made from 
DuPont’s Zytell #101. This is a strik- 
ingly different kind of wedge, extremely 
comfortable, and lends itself to all 
manner of treatments . . . covered with 
glitters and brilliants for evening wear 
or dress-up at home, as well as leather 
or fabric covered for street wear. 
They have another deviation from 
the usual line of shoes at Mel Preston. 
Sometime this month the first ship- 
ments of a new line of taper toe shoes 
with slim 16/8 heels, introduced at the 
May shoe shows in New York, Atlanta, 
Dallas and Los Angeles, will be de- 
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New Louis Wedge for 
Use with Pretrimmed Sole 


A new Louis wedge designed for use 
with a pretrimmed sole has been in- 
troduced by Wilner Wood Products of 
Norway, Maine. The new Louis Wedgie 
is made with a square back and a spe- 
cial high tunnel. The speed and con- 
venience in being able to fit this wedge 
heel to pretrimmed soles should enable 
manufacturers of medium and low- 
priced shoes to use a technique previ- 
ously limited to higher-priced shoes. 


Non-woven Fabric 
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Lantuck, a non-woven material de- 
veloped by Wellington Sears Company, 
New York, for use in apparel, shoes, 
handbags and luggage, has been 
further perfected and refined. This is 
a material which is not made on a 
loom and has no warp and woof. It 
can be bonded to a variety of fibers 
such as nylon, dacron and other syn- 
thetics, as well as to cotton and wool. 
The material resulting from the bond 
takes on the characteristics of the blend 
fiber. Lantuck is porous, moisture re- 
sistant when made with nylon, and 
resists mildew and perspiration. 

The first uses for Lantuck in the 
shoe industry were for heel pads and 
cotton materials. It is now being used 
with very lightweight kid, calfskin, 
patent and reptile leathers that were 
impractical for use in shoes but can 
now be brought to the proper weight 
by backing with Lantuck. It is also 
used for cushioning, box toes and in- 
nersoles as well as for plumpers and 
backing for leather. Developments are 
now in process to create additional uses 
such as for uppers for slippers, casuals 
and flats by imprinting the non-woven 
fibers and blends in geometric or other 
patterns. 


Ben Caslar has been appointed man- 
ager of Howard’s Shoe Store at 215 
Laura Street, Jacksonville, Fla., ac- 
cording to announcement by Tobie 
Schneider, owner. Mr. Caslar has been 
a resident of this city for the past 
15 years and has been active in the 
retail shoe field, both in sales and 
managerial positions. 
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United’s new Model A cutting ma- 
chine combines for the first time the 
speed of electronic control with the 


tremendous power of hydraulics. 


Here is a new concept of smooth, quiet 


& 
power that easily slips through a single 
ply of leather or through 48 ply of 
lining or fabric upper material. 


It is safer, lighter, smaller and readily 


THE NEWE ST adjusts to die heights from %¢” to 
2%” 

ADVANCE IN | : 
Less fatigue through quiet operation 

DIE CUTTING and absence of shock has stimulated 


operator enthusiasm and has resulted 


in reports of increased production. 


You save on maintenance, die, and 
shipping costs. Ask your United repre- 
sentative for details on this remark- 


able new machine. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASS. 


SERVICE 


PARTS 
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little 
DANCE 
shoe... 


.. that grew 
into big, 
BIG PROFITS 


This dance shoe, only a short time ago, was a 
profit potential. Today, it’s a profit reality! 
Why? Because the Back-to-Dance School market 
is growing by leaps and bounds. 

Increase your share . . . become dance shoe 
headquarters in your community with the help 
of the midwest’s long-time specialists, Leo’s 
Advance Theatrical Shoe Co. of Chicago. Leo’s 
. . . recommended by teachers and professionals 
alike. 


1 LEO’S authentic ballet, toe, and tap shoes are 
crafted by our own experts, right in our own shops 
in Chicago. 

LEO’S are a quality product, priced for profitable 
volume business. 


LEO’S Dance Shoes are available from this central 
location for prompt delivery anywhere in the 
country. 


Write for 1957 FREE 
Catalog and ‘‘eye- 
stopper’ Display 


ADVANCE THEaTp 


2 West Randolph st Chicago 1, {II 


LEO-TARDS, too, at a profit to you! 
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has been made a whipping boy by too many retailers who 
want more profits, but refuse to do anything about im- 
proving their store operations and buying practices. He 
is a staunch advocate of detailed and careful analysis 
of both. Heydays has compiled an ingenious “close-esti- 
mate” turnover and markup form for their dealers to use 
in such analyses. Analyzing turnover and markdown 
by lines, and “whole store operation,” and charging 
deficiencies specifically against the lines which cause them 
will earn better profits for retailers, Legg maintains. 

“Original markup on most lines of shoes is ample,” he 
says. “It is what happens to markup after it is put on 
the shoe and the shoe is put on the shelf that is important. 
Whether the initial markup is 38 per cent or 58 per cent, 
profit is never assured, . . . There exists an erroneous 
idea that more markup on ten pairs of shoes will result 
in as much profit as a normal markup on twelve pairs. 
In my opinion, nothing could be more wrong or harmful 
to the industry.” 

Is the answer to the problem of producing better profit 
margins to be found in more markup, in fewer mark- 
downs, or in faster turnover? Is it perhaps in a combina- 
tion of these several factors? Careful and continuing 
analysis of store operating figures, buying practices, and 
rigid inventory controls may eventually provide the 
answer. Meanwhile, the fuller discussion of this problem, 
which we hope will provide worthwhile REcorDER fea- 
tures in the months to come, should help to clarify a 
perplexing situation. 
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Upstate shoe manufacturers maintain a confident atti- 
tude toward the outlook for fall regardless of indifferent 
results during the first half of the year. Manufacturers, 
wholesalers and retailers are in fairly close agreement 
that retail sales will be up comfortably from September 
through November. 

Relatively slow business during May and June failed 
to boost dealers’ stocks seriously, according to reliable re- 
ports. One explanation is that many in the trade bought 
carefully in expectation of slightly lower sales during the 
first half of the year. 

In most cases stores did not rush clearance sales nor 
offer more merchandise than usual. Public response to 
clearances is said to have been generally satisfactory to 
date. 

Constantly rising costs and the use of capital to buy 
machinery have placed some manufacturers in a tight 
cash position. And the credit of many small stores is de- 
scribed by factories and wholesalers as posing a serious 
problem. 

Fall orders have been based on the belief that color 
preference will run to black, brown, beige, flax and a 
little red. Suedes predominate in most cases. The trend 
to textured leathers is seen as increasing. 

Both producers and retailers are counting on the tapered 
toe to make the round toe almost obsolete in the months 

[TURN TO PAGE 7], PLEASE] 


Boot and Shoe Recorder 





look to Beater for the “NEW LOOK” 
in Leather Storm Bootees! 
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SNOW BOOTS . 
(Turned Down Collar) 
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ALL-LEAT 


as featured by leading manufaq 


Naturally, you want the very best protection p 
their busy feet starting off to school and play. Tha 
—in both soles and uppers—when buying their chi 
protection, comfort and quality, leather shoes are 
reason why the country’s leading quality shoe 


On the following pages, you'll see a wonderful 
brand names are here: FLEET-AIR, J For a guide to quality shoes for your youngster —don't miss the 


POLL-PARROT, PRO-TEK-T special Back-To-School Shoe Section beginning on page —— 
style that’s right for your child and ask you 


These pages show the country’s best shoes—and the best made shoes are made of leather, your 


assurance of protection for your child. 


CHILDREN’S BUREAU 
Leather Industries of America 
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...wonderful profit 


The September issue of Parents’ Magazine 
features 8 pages of children’s shoes by 


FLEET-AIR POLL PARROT 


JUMPING JACKS PRO-TEK-TIV 
OLD PALS SIMPLEX FLEXIES 


Once again, Leather Industries of America leads the way in 
children’s shoe promotion by spearheading a spectacular 8-page 
Back-To-School advertising section. Reproduced here is the 
powerful two-page ad that will appear in the September issue 
of Parents’! The most progressive manufacturers of children’s 
quality shoes are tieing in with their own ads on the same theme. 


Back-To-School time is the time to feature leather shoes, for 
leather means protection, quality and value to wise parents — 
profit and volume to alert retailers. And the increasing demand 
for quality shoes is an important factor in the trading-up 
trend by today’s consumers. This section has been pre-tested to 
produce multiple sales, higher unit volume and profit... for 
retailers who carry the advertised lines. 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York, N. Y. 








this waterproof footwear really sells. . . 
quality | *2¥)>)*)U2=X? to retail at 52.00" 







B44 PUDDLERS, CHILDREN’S ONE-STRAP 
BOOT. Wide last, reinforced sole and heel. Fits 
all shoe styles. Red with white strap, white 
with red strap, all yellow, all brown. Sizes 

6 through 3, full. 









K255 PUDDLERS CHILDREN’S FOLD- 
OVER FRONT BOOT. Dual sizes; 
9-10, 11-12, 13-1, 2-3. Colors: Red- 
White-Yellow-Brown-Black. 


C101 PUDDLERS MEN’S CLOG. Rolled 
sole for snug fit. Designed to fit all styles and 
widths. Colors: Brown, Black. Sizes 6 
through 12, full. 







L933 PUDDLERS LADIES’ CLEAR 
PLASTIC BOOT. Universal fit. Clear 
plastic boot made from carefully com- 
pounded materials to give excellent 
wear and superior low tempera- 

ture service. Fits all heels 
from 3% to 11. 


The $2.00* PUDDLER line is sold through jobbers . . . write 
for name of jobber servicing your area... 


A heavier weight DELUXE line of merchandise is also 
available. 


*A pproximate retail price for this quality protective footwear. 


PLASTI PRODUCTS CORP. 
WINONA, MINNESOTA 
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livered to the retailers. This new line 
has had very favorable and enthu- 
siastic reactions from the merchants. 
The next step is to see how the public 
responds. 

If you are still harking back to the 
question of Pres Beyer’s age, let us 
assure you he isn’t an octogenarian. 
... he’s really closer to being half of 
one! Actually he is forty-five years old. 
In addition to being president of the 
Mel Preston Shoe Company, he is also 
president of the Shoe Manufacturers 
Board of Trade of New York. He was 
elected in February of this year and 
has started some important plans and 
projects under way for that organiza- 
tion and its members. 

As we mentioned, he is married to 
Hellen Geller. They have three daugh- 
ters—twins plus one, aged 16 and 10. 
Pres has a very philosophical approach 
to life. He is a student of humanities. 
Loves good books and has a fine col- 
lection of first editions by Willa Cather, 
Katherine Anne Porter, Emily Dickin- 
son and John Steinbeck. He savors a 
fine phrase down to the last syllable. 
Over the years he has continued to 
take postgraduate courses in literature 
at many schools. He still keeps up with 
his alma mater. As a member of the 
Cornell Secondary School Committee, 
he interviews prospective students for 
Cornell. He is also a member of the 
Board of Governors of the Cornell 
Alumni Association of New York. 

Tennis plays a most significant part 
in Pres Beyer’s curriculum. With him 
it isn’t a sport but rather a way of 
life. He never takes a vacation and 
the only time he is completely relaxed 
is on the tennis court. Incidentally, 
that is about the only time he is not 
thinking about shoes. He would play 
tennis day and night, he says, “if time 
would allow and my strength would 


| hold out.” 


Dance Footwear 
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or no danger of obsolesence. The de- 
signs remain classic. They never go 
out of style. Therefore shoes may be 
earried over from season to season, 
with no loss. Many stores have taken 
an aggressive policy in developing 
dance footwear. They have found it 
brings additional customers to their 
stores. These customers also buy other 
types of shoes. 


It is important to have a size range, 


| particularly when the season opens in 


September and October. Since dance 
shoes are staple items, they can usually 
be ordered on an instock basis. Extra 
business on shoes also comes in April, 
May, and June when schools hold re- 
citals. A pair of dance shoes usually 
lasts a season. However, new shoes 
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are usually purchased for recitals, 
which means an average of two pair 
per pupil. 

The average retailer who wants to 
develop dance footwear as a sideline 
can build it around six or seven basic 
items. Ballet and tap shoes are the 
nucleus. Some retailers also carry toe 
shoes which are worn by children when 
they reach more advanced stages of 
dancing. However, many retailers who 
have gone into dance footwear on a 
small scale have learned that it is 
also profitable to carry a few of the 
basic costume items. This makes shop- 
ping for dance apparel a one stop 
proposition and insures more custo- 
mers. Leotards are a simple extra 
basic item to carry. They are the 
standard costume for lessons. Tights, 
hose tights, shorts, trunks, and ballet 
skirts are other costume items which 
can be stocked without style hazards. 
Acrobatic sandals and majorette boots 
are other extra items. 

The most serious problem is that of 
fitting the dance shoes. Dance shoes 
do not run the same in fitting as regu- 
lar shoes. The dancing teachers make 
the requirements as to fitting and re- 
tailers must know and follow them. 
Dance footwear is fitted to support the 
foot and to help it perform special 
functions. It is not a foot covering. 
But these requirements can be easily 
learned. 

The bulk of business comes from 
dancing schools: It can be secured by 
direct solicitation. Often all a retailer 
need do is make it known he has a 
stock of such shoes and he will get 
business. Most schools average 100 to 
150 pupils per season, a factor which 
should guide his stock and inventory. 

Let’s look at a couple of retailers 
who have developed dance footwear 
profitably. 

Nine years ago, Modern Youth Shoes, 
an exclusive children’s shoe store in 
Columbus, Ohio, began to feature dance 
footwear. Sam Sherman, owner, re- 
ports that he did so in order to bring 
additional children as customers for 
other footwear into the store. Gradu- 
ally, because of requests, he added 
additional accessories and extra lines. 
Now the dance volume exceeds the shoe 
volume, with customers coming from a 
75 to a 100 mile radius. Despite the 
importance of dance footwear and 
other accessories, Modern Youth is still 
known as a leading children’s store. 
Well known brands and a complete 
range of styles and sizes are carried. 

A certain amount of space has been 
allotted for stock room and display of 
dance wear. However, it is not ac- 
corded a separate department. Leo- 
tards, ballet skirts, tights, and other 
costume accessories are displayed on 
mannequins. A peg board display 
shows the assortment of dance shoes 
and other specialty items such as 
majorette boots. 

As eviden e of its importance, the 
phrase “Dance Footwear and Acces- 
[TURN TO PAGE 74, PLEASE] 
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TOOTSIE BOOTS! 
COURTESY 
SANDLER OF 

BOSTON 





TAILORED 


LINING and TRIM by % 0 R G 


Elegant to the eye. .-. 
toasty to the toes... 
luxurious Borg lining and 
trim hold enthusiastic 


appeal all the way from 





Fifth Avenue to Main Street. 
Soft, durable and so lightweight, 
deep-pile fashion fabrics by Borg 


are tailored for today’s finest footwear. 


pis th fi, tay 
BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 


In Canada .. . Borg Fabrics Limited + Elmira, Ontario 








Kitty Kelly Shoestore, Brooklyn, N.Y., 
showing Thonet chairs 1368 and 1369. 


UNEXCELLED 
for simplicity, 
comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 
fitting stools 


601 fitting stool, 14" h. 


seat: 12x11” for shoe stores. 


Write us about your seating 
needs. We will send 
appropriate illustrated material. 


THONET INDUSTRIES, INC., Dept. L 
ONE PARK AVENUE, NEW YORK 16, N. Y. 


THONET 


SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 
MIAMI, STATESVILLE, N.C 





want extra profits? 


be headquarters 
in your community for 


DANSKIN’ 


full fashioned 
_ LEOTARDS 
af TIGHTS AND 
TRUNKS 


® 
of Helanca stretch nylon—finest 


action-fabric for dance, skating, 
sports. %&F lawless fit, even 

after repeated washings. % Wash 
and dry quickly. *%&Knit-to-fit 

on specially designed full- 
fashioned machines. Recognized 
and recommended by dance 
schools all over America. You’re 
sure of finest quality, best 

value when you buy 


DIRECT FROM DANSKIN, Inc. 


Child’s 
leotard 
illustrated 


$390 


retail 


NATIONALLY ADVERTISED IN 


LEOTARDS in a wide variety of styles 
for Children $3.50 to $5.00, 
for Women $4.50 to $6.50. 


tiGHts for Children $5.00, 
for Women $5.95, for Men $7.50. 


truNKS for Children $1.50, 
for Women $1.95. 
All prices listed are retail 


coors: Black, White, Red, Copen 


USE FREE DANSKIN 
WINDOW AND COUNTER 
DISPLAYS — identify your 
store with DANSKIN na- 
tional advertising. 


Blue, Royal Blue, Pink, Sun Tan etc. 
Leotards, Tights and Trunks design pro- 
tected U. S. Pat. Off. 
IN STOCK IMMEDIATE DELIVERY 
for fast fill-in and repeat business 


W rite for illustrated catalog and complete information to 


DANSKIN 1s 


437 Fifth Avenue, New York 16,N. Y. 


AMERICA’S FOREMOST STYLISTS AND MAKERS OF DANCEVW/EAi 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 64| 


to come. 

Dealers admit that many customers “are fighting the 
tapered and pointed toes” but stores express confidence 
that customers will gradually become accustomed to the 
new style. This situation is particularly true of the family 
store. Some shoemen express the belief that the needle- 
point toe is too extreme for popular consumption and that 
it will soon be modified to a more salable last. 


Los Angeles 


JuLy was a short month for production in many of the 
local shoe factories, due to the practice of closing the 
entire plant down at one time for vacations. Orders were, 
in most cases, pretty well filled for summer replacements 
and fal] lines have not yet begun to move in any quantity. 

Cut-backs in defense spending by the Government have 
not made any perceptible difference in local spending and 
employment. Workers in this area, deriving much of their 
income from aircraft and allied defense production, have 
been little affected. The few people laid off were quickly 
absorbed by other industries. Much overtime work has 
been dispensed with which will reduce pay checks to some 
degree but this has not yet been reflected in reduced sales 
in any field of business. 

Clearance sales started in July and manufacturers are 
looking forward to a busy August. Weather was very 
favorable; only two or three hot days were recorded and, 
except for the smog, downtown stores found climatic con- 
ditions favorable. Much foot traffic was recorded and 
many of the shoppers turned into buyers. 

Manufacturers report that in women’s wear, the all- 
fabric shoe is enjoying quite a vogue. Perhaps looking 
forward to fall costumes, orders have been good on pumps 
in silk, gabardine, and some cotton cloths. A new note 
arousing some interest is a high-heeled slim taper pump 
in pure wool fabric. Neutral in pattern and useful with 
a variety of dresses and suits, makers feel it has strong 
possibilities for fall. 

In general, manufacturers seem to be casting about for 
new materials. Each secretly hopes to be the discoverer 
of a new “Comstock Lode” and wants to be the sole miner 
of the precious ore. 

Some local shoe producers spent much of the July vaca- 
tion shut-down installing new machinery. There appears 
to be a growing conviction that the only way to whip the 
twin labor problems—scarcity of good labor, and high 
wages—is by increased investment in machinery and 
greater use of the modern concept of automation. 





Business **Terrific’’ 
in New Downtown Store 
[CONTINUED FROM PAGE 49] 


The move was necessary because Carter’s found them- 
selves on the fringe of the shopping area, in a neighborhood 
that had lost its appeal to the clientele Carter’s had care- 
fully nurtured. 

The new location was decided on after three years’ de- 
liberation. When the chance came to locate beside one 
of the town’s leading department stores, which itself is a 
firm believer in the future of downtown, Carter’s went 
ahead. 

The decision has proved a wise one. Sales have been 
“terrific,” showing an increase of 50 per cent over the old 
location. 
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... $0 distinctively styled ... so 
efficient . . . so needed and 
wanted they sell on sight... to 


users ... to gift buyers. 
GOLD 
-\ HANDLE AND 
METAL PARTS 
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EBONY FINISHED 
FOREPART 

& 
IN SPECIAL, 
HANDSOME 
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RETAIL $4.95 


YOUR COST $2.80 


ORDER TODAY 
Litt | 
ROCHESTER SHOE TREE CO. 
60 CUMBERLAND ST., ROCHESTER, N.Y. 
Ship immediately pr. PRESIDENTIAL TRAVEL TREE 
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Promotions for Children Increase Sales 


By making use of promotions and catering te children, 
the Park Shoe Store, Dunkirk, N. Y., finds it can do much 
to help cement good-will for the firm, while at the same 
time increasing the sale of children’s, women’s and men’s 
footwear. 

Phil Pelleter, who is manager of the store and a partner 
with his brother Ralph, explained that, 

“As far as we are concerned, children can play an im- 
portant part in the success of a shoe retailing business. 
We guide many of our promotions towards the child, know- 
ing very well that adults are more apt to come into the 
store when there is something of interest for the “little- 
ones.” Of course, well-known brands and good service 
must back up any promotions used.” 


The company makes use of a birthday club to interest 
future sales. Mr. Pelleter said, 

“When a parent brings in a child for a pair of shoes for 
the first time, we never let them leave before obtaining the 
birthday date of the child. This information is filed under 
a monthly and weekly listing, with the name, address and 
date of birth all placed on the card. Approximately one 
week before the birthday, an attractive colored happy 
birthday greeting is sent to the child. On back of these 
cards the following message is typewritten: “This birthday 
card is worth $1.00 towards a new pair of shoes. Please 
bring this card in,’ and then the child’s name is hand- 
written in pen and ink at the bottom. We don’t expect to 
make an immediate sale on every birthday card sent out, 
but parents have brought their boys and girls in with 
cards several months later. When a card is received at 
home, an individual may not be in need of footwear, but 
sooner or later they will and then the card is brought in. 
There is no time limit on the use of these cards. 

“This has been a tremendous good-will and sale builder 
for us. Every time you get a child in the store, accom- 
panied by parents, chances are you can make additional 
shoe sales to the adults.” 

A treasure chest display is kept in one corner of the 
store all year around for children, even though they may 
not purchase a pair of shoes at that particular time. 

“The treasure chest is filled with clean type comic books 
and small gifts, leaving the choice up to the individual. 
Little things like this mean much to children and the next 
time their parents take them out for shoes, they will re- 
member the place where free gifts were obtained, making it 
difficult not to bring them here again.” 

“Catering to children is an important part of our store 
policy, although we sell a great volume of men’s and wo- 
men’s footwear too. When you cater to children, you're 
getting a two-in-one bargain, since when the child comes 
into the store, the parent usually comes along. Thus two 
potential sales are available rather than one.” 

The Park Shoe Store spends hours fixing up their win- 
dow displays, always working them into something of 
importance in the area. For example, this is a nationally 
known grape growing section and when the harvest was in 
progress, little blue strings of balls were hung in the 
window, representing bunches of grapes. Other items re- 
lating to grapes were included and then various styles of 
shoes were placed among the scenes. 

“We spend a considerable amount of time changing the 
window displays, always striving to make them work into 
something either of local or national importance. Many 
people have come into the store for the first time after an 
attractive window display has caught their eye. 

The company makes use of direct mail, newspaper and 
radio advertising to keep the name of “Park Shoe Store” 
before the public. 

Mr. Pelleter said, 
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“We do a great deal of advertising in almost all me- 
diums, believing it’s a necessity to let the public know 
what you are offering or promoting. No matter how well 
a store is known, it still must be kept before the public’s 
eye. We are very careful to select and advertise seasonable 
items. Advertising style trends and ssasonable footwear 
can do much to increase the sales in a store. Our special 
promotions are always tied in with our advertising copy. 
helping to give us as big a coverage as is possible.” 

Mr. Pelletter went on to state, 

“Regardless of how much promoting and advertising a 
store does, this must be backed up with good service and 
quality merchandise. On request, trips to an individual’s 
home will be made with various styles of shoes for fitting, 
should the person be unable to come to the store. If a 
customer finds that a particular pair of shoes doesn’t fit 
properly, then we immediately take the shoe back, finding 
out why the shoe wasn’t right. 

“We have built a reputation on selling quality and we 
do everything to maintain this good-will we have estab- 
lished. Fit makes an awful difference in shoe merchan- 
dising and if a store becomes known for proper fittings, 
plus style and quality, a customer will return and walk a 
little further to reach your store. This has been proven 
because we are a block from the main business district of 
Dunkirk, yet people will walk out of their way to reach us.” 

The Park Shoe Store operates two other establishments, 
one in Fredonia and another in Silver Creek, N. Y. 


Fitting Bench for 
Fractious Children 


“A COMPLETE solution to the problem of fitting frac- 
tious small children” is the way in which E. D. Brown, 
children’s department shoe buyer at Crews-Beggs, depart- 
ment store in Pueblo, Colorado, describes this unusual 
fixture. 


Built as part of an $800 contract for fixtures for the 
completely remodeled department, this “fitting bench” 
is designed to do several things at once, according to Mr. 
Brown. First, it is of extremely rugged construction to 
withstand much clambering and other abuse by the 
youngsers. Second, the problems of keeping upholstery 
clean and free from holes, worn spots, etc., was solved by 
covering the cushions in each seat with tough viny] plastic, 
heavily quilted, which requires only wiping with a damp 
cloth to restore to like-new appearance. 

The fixture is designed to accommodate up to four chil- 
dren and two mothers simultaneously, close enough to- 
gether to maintain maximum control over the tykes. As 
shown, there are two elevated sections which contain mini- 
ature dusty rose vinyl seats for babies and two adult size 
bright blue vinyl seats for mothers. Both of the small 
seats adjacent to the adult seats are within easy arm’s 
reach for “mother control” while the shoe fitting is going 
forward. 
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THE FAMOUS ORIGINAL CORK SOLE 


@ resilient . . . so soft that it 
gives comfort underfoot 
and yet is long-wearing. 


@ unbelievably lightweight! 


@ flexible — for real walking 
comfort and_ effortless 


crouching and stooping. @ insulation that Swaterpront 


and weatherproof... t 
keep you cool in summer 
@ slip resistant — with mil- and warm in the winter. 
lions of air cell suction cups 
that work for your safety for 
the life of the sole. 


@ cannot mark or mar any 
floor surface. 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


4 
Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL- CORK & 
VULCORK NEOPR 


«+ $0 flexible, so resilient ... you can roll them up right in the palm of your hand. © 





Dance Footwear 
[CONTINUED FROM PAGE 69] 


has been added to the store 
The dance wear is advertised 
extensively. Catalogues and _ other 
direct mailing pieces go to dance 
schools, as well as to individual custo- 
mers. One mailing piece shows the 
complete range of shoes, leotards, 
tights, skirts and other basic dance 
items. This also includes a size chart 
on which to trace the foot for shoe 
orders. Another 20 page catalogue 
contains a wide range of recital cos- 
tumes, skirts, trunks, tights, trims and 
accessories which are both carried in 
stock and made up to order. 

Mr. Sherman reports that customers 
in this field are best reached through 
the dance schools. “By stocking what 
they want, when they want it, and 
adding good service, we have been able 
to take over the major portion of the 
dance volume here.” 

Brouwer’s Shoe Stores in Milwaukee, 
have operated a most successful dance 
corner for some years. Mrs. Mary 
Brouwer Hickman regards it as good 
dependable bread and butter business, 
which goes on year after year. The 
inventory includes all of the basic 
dance shoes. There is also a good sup- 
ply of leotards and other costume 
items. Fitting rooms are provided for 
these. The dance corner is located in 
the main downtown store. But subur- 


sories” 
sign. 


ban stores also carry extensive stocks 
of dance wear. 

Business is promoted by calling on 
dance teachers. The local Y.W.C.A. 
has always had a dance department. 
Ballet, tap, and modern dance are 
taught in the local school system. 
Adults and people from the stage are 
also customers. 

Mailing pieces go to dance teachers 
throughout ¢he state. Thus, there is 
a big mail order business. There is a 
general advertisement at the beginning 
of the dance school season in the fall 
and small ads are run from time to 
time. 


Sources of Supply 


Most of the dance footwear is made 
by specialists in this particular type of 
manufacture. A few tap shoes as well 
as some ballet type shoes are made by 
some of the major shoe manufacturers. 
However, the bulk of production is by 
specialists. These specialists are con- 
centrated in New York City, Chicago, 
and Los Angeles, with some manufac- 
turers in other areas. Most of these 
also have their own retail outlets. Most 
of them also manufacture or serve as 
sources of supply of all other acces- 
sories and costumes. 


Although a few changes have been 
made in production, the basis in dance 
footwear is still handwork. Practically 
all are handmade. This includes the 
$3.50 to $7.00 shoes. There are some 


tap shoes made on production lines, but 
the professional types still remain cus- 
tom-made. For some years, this has 
been a profession handed down within 
a family. It is still so in Europe. The 
recent influx of Hungarian refugees 
has been a boon to the labor supply. 

Dance footwear is closely allied to 
fashion. The shoe trade is well aware 
of the fad for ballet shoes that rises 
and falls among teen-agers. There is 
no doubt that many of today’s flatties 
trace their origins directly back to the 
ballet shoe. 

Right now a new influence looms on 
the horizon. There are evidences of a 
preference for leotard type costumes 
with long tight stockings among teen- 
agers for general wear. The trend 
may go nowhere. It could catch on. 
It bears watching, for it could mean 
a return of the ballet shoe fad. 

Meanwhile, there appears no abate- 
ment likely of the fashion for dancing 
lessons for children. They have also 
become popular for adult women as a 
form of exercise. Since this is one ac- 
tivity that demands a special shoe, it’s 
up to the shoe retailer to do his part 
in serving the customer and his own 
good interests. 


Stanley’s Shoes, Inc., Greensboro, 
N. C., has obtained a state charter to 
operate shoe stores. Authorized capital 
stock is $100,000. The incorporators 
were E. E. Stanley, D. E. Stanley and 
Voit Wall, all of Winston-Salem. 





makes the best... 


Style 2810 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 

through the years 


Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 


Shoe selling success and MILWAUKEE furniture 
go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 


delivers the best in refreshing style, 


peerless construction and the kind of 
comfort that encourages shoe buying. You 

get the best store furniture creations 
from MILWAUKEE—and it COSTS NO MORE... 


WRITE FOR OUR ILLUSTRATED BROCHURE 


MILWAUKEE CHAIR COMPANY 
MILWAUKEE 456, WISCONSIN 
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(5 ten-Moor zz” 


the quality standard of the industry! 


Sold only through retail stores, never direct to dance 
teachers. We protect YOU — not compete against you! 





No. 2025S 
Springweave leotard, 
plain or with Nylon 
net Tu Tu as shown 


Glen-Moor leotards have always been the quality line in the dance 


garment field, featuring excellent fit . . 
color fast materials . . . with superb tailoring and craftsmanship that A 


. finest shrink-resistant and 


et 


bring you steady repeat business. Glen-Moor is a COMPLETE LINE, 
offering every style of dance garment in use today — truly one source 


X. 


for all of your needs! 
If you sell dance footwear, then dance garments are a natural mer- 


chandising package. Glen-Moor leotards, retailing at $1.95 and up, 


offer bigger dollar volume and profits than dance footwear and with 


no markdowns! 


WRITE US TODAY for free catalog, price list and proven tips on 
how to increase profits and secure more store traffic. 


Available in all wanted materials 


@ Shrink resistant and color fast 
genuine DURENE cotton 


@ HELANCA all-way stretch NYLON 
© SPRINGWEAVE elasticized cotton 


ambridge, |td., ine. 


95 NORTH SIXTH STREET, COLUMBUS 15, OHIO 





Small Store Builds 
Big Work Shoe Business 
[CONTINUED FROM PAGE 51] 


the city. And in those days, there were 
hardly any communities worth the 
name between the river and Los An- 
geles. 

Wilson knew that the tunnel boomers 
would be heading for the Big City on 
Saturday nights, pockets stuffed with 
a week’s wages. He knew tunnel work 
was hard on shoes. He knew that the 
boomers would pay higher prices for 
work footwear than most people did for 
dress shoes, because they were more 
important to them. And there was no 
place between his store and the river 
where anything like a good selection 
and size-up existed. Why not specific- 
ally gun for their business, he rea- 
soned, since no one else seemed to 
want it? 

Unloading his novelty shoe stock for 
whatever he could get, he refilled with 
good quality work shoes in complete 
size-ups. He furnished his shop in 
simple, comfortable fashion, so that a 
man in working jeans would not feel 
ill at ease. And he specialized in care- 
ful fit; nothing was too much effort 
to make sure that the shoes would be 
comfortable and safe under hazardous 
tunnel conditions. 

The new policy caught on instantly, 
as the elder Wilson knew it would. 
Practically every boomer who made a 
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purchase during those early weeks was 
back next weekend, bringing two or 
three buddies with him who needed 
work shoes. He stayed open to accom- 
modate them, made sure personally 
that they got the best in quality and 
fit, made adjustments when necessary. 


Somewhat later, Wilson added a line 
of Kangaroo skin dress shoes, very 
conservative in styling, and lasted so 
as to be comfortable to men who spent 
most of their life in working footwear. 
This line has also been very successful, 
with many customers traveling a long 
way to buy both work and dress foot- 
wear at one time in his place. 

Present operator of the business is 
the son, Gerald Wilson. Some six foot 
three inches in height, thin as a rail 
and tough as whipcord, he spent the 
early years of his life barnstorming 
the country as an airplane pilot, taking 
people up for a ride at county fairs and 
carnivals. Later, he barnstormed 
through the back country of Mexico, 
having a few adventures with the 
rurales and guerrillas on the way. 
After washing out a few ships on sage- 
brush landing fields, he decided a nice 
peaceful shoe store might be a good 
place to be. He came in with his father, 
learning the business from the ground 
up. Today, his main enthusiasm aside 
from the store is trolling for marlin in 
Southern California and Mexican 
waters. 

Of the work shoe business, Wilson 
states that many of the headaches that 
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No. 108L 
Turtle neck leotard, 
long or short sleeves 


All materials available 
in complete range 
of deep-tone and 

pastel colors! 


No, 111 
Cap sleeve leotard 
without zipper 


plague other retailers don’t exist for 
him. There is nothing seasonal about 
his business. Grosses run pretty much 
the same, month in and month out. He 
spends little on promotion or advertis- 
ing; when his customers need new 
shoes, they come in, and all the per- 
suasion in the world will have no effect 
until they do need them. 

Wilson says “There is no such thing 
as a sale here, nor is there any mark- 
down. The last time we jobbed off any 
shoes was years ago, when we went out 
of children’s footwear.” Fashion 
changes are very slow in coming and 
give plenty of advance warning. Lately, 
Wilson has observed a trend toward 
lighter and more flexible construction. 


Trade Trends 
[CONTINUED FROM PAGE 50] 


Celler claims that quantity discounts 
are in violation of Robinson-Patman 
Law, which prohibits quantity discounts 
based on the amount of purchases of 
goods. He claims the law should apply 
to services (such as advertising) as 
well as to merchandise. He contends 
this is a present loophole in the law, 
should be plugged. Legislation would 
apply to TV, radio, magazines, news- 
papers and all other advertising media. 
Shoe business, which spends an esti- 
mated $80 millions a year in consumer 
and other advertising, could be affected 
in a major sense. 





SEBAGO-MOC 


crafts 
the ONLY 
moccasin 
made 
with 
super-flexible 
Patented Welt 
Construction* 
... just one of 
many reasons why 
Sebago-Moc is 
the fastest-growing 
moc line 
in the 


country ! 


*1. Outer sole stitched 
directly to leather welt 
eliminates inner sole 


2. Arch-supporting steel 
shank 
3. Soft Kemblo filler 
4. Hand-lasted with hand- 
sewn vamp 
5. Hand-rolled collar 
6. Mellow hand-rubbed leathers 


Sizes for Men, Women, Boys 
IN-STOCK 


Order or write for new catalog — TODAY! 


SEBAGO-MOC COMPANY 


WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company 
Winnipeg, Manitoba 








A LESSON IN RETAIL 


SHOE STOCK 


ENGINEERING 


Example in this lesson shows how retailers get 40% 
more stock on same amount of floor space, all stock 
at reachable height of 7 ft. 35% inches... bringing 
40% more stock closer to selling floor. Customer 
service speeded up and selling time cut down accord- 
ingly... requiring 40% less floor area for shelving 
and 40% less shelving for same amount of stock. 


Shows typical wood shelving with % inch 
thick wood shelves, not adjustable, with a 
capacity of 15 women’s cartons high. (120 
pair women’s shoes) 


Shows “Semco” minutely adjustable shoe shelving with 
thin %"’ thick metal shelves. 21 cartons high are obtain- 
able in double spacing for 40% more stock capacity (168 
pairs women’s shoes), or 19 women’s cartons single 
spaced. As many as 27 high in children’s and 19 in men’s 
obtainable. 


Semco shelving is used by leading department stores 
and shoe stores throughout the country, in both 
stock rooms and on selling floors. Prefinished in a 
beautiful cinnamon brown shade as standard color, 
or other colors on special order. Anyone can set up 
the sections in a jiffy with a pair of pliers and screw- 
driver. Available in sections 3 ft. or 4 ft. wide, by 12 
inches or 14 inches deep by 7 ft. 35% inches high. 
Cost of shelving, per carton estimate, less than most 
wood shelving. 75% of users buy sections in 4 ft. 
width and 12 inch depth, double spaced. 


SEMCO CO., Inc. 


21st & Walnut Sts. St. Louis 3, Me. 
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Retailer Fights Hazards to Build New Shoe Store 





News 








BY BENN OLLMAN 


MILWAUKEE — A disastrous $70,000 
fire wiped out the Max Branovan Shoe 
Store on Milwaukee’s bustling Mitchell 
Street, January 12, of this year. 

Two days later, the firm was doing 
business as usual in one of its Shoe- 
mobiles, parked down the street. 

Three months later, Max Branovan 
marked the grand opening of his new 
store at 1009 West Mitchell Street. 

It may sound simple, but the weeks 
of hectic activity that followed the fire, 
presented the Max Branovan organiza- 
tion with a challenge that would cause 
most concerns to throw in the sponge, 
or search for easier fields. 

The story behind Max Branovan’s 
recovery from this disaster, is one of 
determination, imagination, and just 
plain hard work. 

The fire hit on Saturday. Early Sun- 
day morning his key personnel held an 
emergency meeting. Plans called for 
continuing service to the many indus- 
trial plants in this area which depend 
upon Max Branovan’s store for safety 
shoe service. 

A special resolution was unanimously 
passed the following day by the Mil- 
waukee Common Council. It granted 
permission for the Branovan Shoe 
Company to park one of their Shoemo- 
biles on the street corner near the 
burned out store on a 24-hour basis. 

The major hurdle now was finding a 
new store location. Many alternatives 
and a number of locations were ex- 
amined, analyzed and discussed. 

Finally a decision was reached to 
move into a shop which was available 
just down the street from the old 
store. It was well situated, offered 
plenty of room, adjoined a large munic- 
ipal parking lot, and had a spacious 
selling basement. 

Selzer-Ornst, one of the area’s lead- 
ing contracting firms, who had pre- 
viously built Branovan’s North Avenue 
store, were called in. Architect Bill 
Selzer dropped all the other projects 
and before the final blue prints were 
prepared, a crew of carpenters were 
already on the job. 

To combat the snow and cold, the 
outside of the building was blanketed 
with canopy covers. Work went on 
through the day, and much of the 
night. Not only was the store front 
being remodeled, but two complete sell- 
ing floors were reconstructed. 

Shelving had to be custom-built; 
seven huge display cases and shadow 
boxes designed and built. New ceilings 
and up-to-the-minute lighting fixtures 
were installed. Painstaking care went 
into the selection of carpeting and wall 
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paper for the main floor, as well as 
vinyl floor tile and fixtures for the 
Men’s Den basement shop. 

Attention was directed toward set- 
ting up an effective promotion for the 
store’s opening. Full-page display ads 





MAX BRANOVAN 


were laid out for the main section of 
the Milwaukee Journal. Special ads in 
the Sports Section called their atten- 
tion to the new Men’s Den. 

To further spark interest in the 
grand opening promotion, the public 
was invited to take part in a “Ten 
Words or Less” contest “I Like 
Branovan’s New South Side Store be- 
cause. ... ” The top prize offered 
was a 17-inch portable television set. 
Included on the contest entry slips 
were spaces for customers to list per- 
sonal comments about their reaction to 
the new store. The contest pulled 
thousands of entries and lured added 
traffic to the new store. It also en- 
abled Branovan’s to build up a new 
mailing list for direct advertising. 

Max Branovan long recognized as an 
outstanding multiple family shoe store 
operator, has also earned a reputation 
as one of the nation’s largest distribu- 
tors of industrial safety footwear. 
Through his three highly successful 
neighborhood stores, and a fleet of 
shoemobiles he supplies workers in 
more than 300 major industrial plants 
in Wisconsin with safety shoes. 

He started in business 29 years ago 
in a small shoe store. 





Two New Allied Kid Designs 


NEw York — Two new designs — 
metallic on suede base — have been 
added to new leathers by the Sterling 
division of Allied Kid Company. In 
gold or silver, on black or white suede, 
“Aspen Leaf” and “Wagonwheel” are 


designed for holiday and resort shoes, 
according to Helene O’Hara, director 
of fashion and promotion. 

The Standard division of Allied Kid 
Company has introduced a new color, 
Gingerbread, for ombre combinations 
and softened spectators. 


Canadian Shoe-Leather Fair 
All Set to Start October 13 


MONTREAL — Plans have been com- 
pleted for the forthcoming Canadian 
Shoe and Leather Fair, scheduled for 
the Sheraton-Mount Royal Hotel, Oct. 
13-16. The 1957 Fair reports 143 sam- 
ple rooms sold to date, as many as were 
sold in all last year. While only two 
floors were used before, the 1957 Fair 
takes over three entire floors. 

The Canadian Shoe and Leather 
Fair this year has extended a special 
invitation to women established in shoe 
business as owners or managers, and 
they will be honored at various func- 
tions as “Shoe Fair Ladies.” 

Officially the Fair will open with the 
Sunday evening reception, October 13. 
Monday morning’s Breakfast Panel, 
now a firmly established event of the 
Fair, will feature discussion of ways 
and means to sell more shoes, mer- 
chandising and promotion problems. 

Sample rooms will open at 9 A.M. 
and business meetings have been kept 
to a minimum to allow retailers full 
time to visit their suppliers. Aside 
from Monday morning’s Breakfast 
Panel, the annual meetings of all as- 
sociations on Tuesday morning, Octo- 
ber 15 (a breakfast will precede the 
Canadian Shoe Retailers annual meet- 
ing), the Shoe and Leather Council’s 
annual luncheon meeting on Wednes- 
day, October 16, and the closing dinner 
and dance that evening, there will be 
no other official functions, and as in 
other recent years, no special speaker. 

Thursday, October 17, following the 
official closing of the Fair, sample 
rooms will remain open all day in 
order that retailers may keep appoint- 
ments with their suppliers. 


Saks Adds Dr. Posner 


Departments in Two Stores 

New YorkK—The installation of a 
complete children’s shoe department 
featuring Dr. Posner Shoes in Saks- 
34th’s Midtown Herald Square and 
suburban Massapequa Park Stores was 
announced by Saul Maslow, sales man- 
ager, and Herbert Posner, president 
of the Dr. Posner Shoe Company. 

This marks the first time that Saks- 
34th has offered children’s shoes in its 
Massapequa Park Store, which is 
located at the Bar Harbour Shopping 
Center, L. I. 

The new department in both stores 
will be promoted in a concentrated 
children’s shoe advertising campaign 
to be run in the major metropolitan 
New York newspapers. 

Henry Pollack is shoe buyer for 
Saks-34th and Edward J. Brown is 
merchandising manager for the stores. 
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Shopping Is Without Interruption or Exposure at Eastland Center 


X 


~ 


Handsomely landscaped Grand Court of the $25,000,000 
Eastland Shopping Center creates an inviting, park-like 
environment. Every building has its own colonnade and all 
are inter-connected with covered walkways. 
Fredericks’ sculpture “Lion and the Mouse" can be seen 


BY GRACE GORDON HAY 


DeTRoIT—The fabulous new $25,000,- 
000 Eastland Shopping Center opened 
recently to give Detroiters and the 
great northeastern suburban area the 
very finest of modern community shop- 
ping centers. 

A total of 73 business concerns, in- 
cluding six shoe stores, have locations 
in the center, which was developed by 
Eastland Center, Inc., a subsidiary of 
the J. L. Hudson Company. Situated 
12 miles northeast of downtown Detroit 
in the City of Harper Woods, Eastland 
lies in the heart of a prosperous and 
expanding trade area which is char- 
acterized predominantly by middle-in- 
come families with an estimated total 
annual income of $1,415,000,100. 

The site contains 105 acres and has 
been planned cs a completely integrated 
retail community of eight buildings 
with a total area of 1,085,416 square 
feet, 75 acres is in parking lots which 
will accommodate 8,300 cars, and 14 
acres are lawns and landscaping. 
Largest of the buildings is Hudson's 
branch department store with 478,644 
square feet of space, four floors above 
ground and a complete basement store 
below. Five one-story multiple store 
buildings are clustered on three sides 
of Hudson’s, each with complete base- 
ments. The B. Siegel Company store 
occupies a separate 2-story and base- 
ment building and a Stouffer’s Restau- 
rant adjoins the Siegel store. There is 
also a Special Events Building for com- 
munity services and Center activities. 

All-weather shelter has been created 
for customer comfort by the introduc- 
tion of a colonnade around the build- 
ings, including the department store, 
and by covered walkways which con- 
nect all of the buildings to one another 
at logical and convenient points. Once 
he is out of his car and has reached 
the nearest building, the customer can 
visit every store in the Center pro- 
tected from sun, rain, sleet and snow. 

The six shoe stores opening at East- 
land are Baker’s, A. S. Beck, Chand- 
ler’s, G. R. Kinney, Thom McAn and 
Phillips. 
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Baker’s Shoe Store, the ninth in the 
Detroit area, has 2,400 square feet of 
floor space. The decor is contemporary 
with bright Bermuda colors. George 
Zimmelman, formerly manager of 
Baker’s Grand River Avenue Store, is 
manager. 

The A. S. Beck store, with 4,200 
square feet of floor space, carries a 
basic stock of 16,000 pairs of shoes 
for men and women. Thirteenth in the 
Detroit area, this new Eastland store 
is managed by Clarence McKee. 

Chandler’s Shoe Salon, with a sell- 
ing area of 3,810 square feet, is pat- 
terned after the mood of continental 
designer salons. Muted colors are ac- 
cented with gold and silver tones. Store 
manager is Edward Boyd. This is the 
third Chandler’s in the Detroit area. 

G. R. Kinney’s Eastland store will 
feature footwear for men, women and 
children, as well as rubber and athletic 
footwear, slippers, hosiery, handbags 
and related accessories. 

Phillips Shoe Store, with 2,800 
square feet of selling area on one 
floor, features Red Cross Shoes for 
women and Florsheim Shoes for men 
and women. The store is done in an 
Criental theme, with ten Shoji light 
screens prominently displayed, and an 
all-Redwood ceiling with extensive cove 
and recessed lighting. 

The Thom McAn store, 37th in 
Michigan, provides a masculine ‘“den- 
like” setting through the use of con- 
temporary American decor and special, 
scientific lighting that creates “day- 
light” conditions throughout the store. 

The J. L. Hudson Company’s Branch 
Store has four shoe departments and 
a slipper bar. 

Prominently located on the main 
floor, the women’s shoe department is 
made up of three sections — Budget, 
Moderately Priced, and Salon Shoes. 
The entire department is a_ subtle 
blending of color—beige, brown and off- 
white—with accents of turquoise and 
rose in the chair covers. An attractive 
flower mural in gold and black on white 
background decorates a curved center 
wall. Thomas Yeaman is department 
manager. 


Designed primarily for the enjoyment of 
children, it is nine feet long and is composed so that 
youngsters can sit on the lion's knee, stomach or mane. 
Right are exterior and interior views of J. L. Hudson's store. 


Adjacent to this area is the Slipper 
Bar for women, facing onto a main 
traffic isle and in direct line with the 
“down” escalator. 

Also on the first floor, the Men’s and 
Boys’ shoe department is decorated in 
brown, beige and soft gray and fea- 
tures plateau-type display cases. Man- 
ager is Donald Stenton. 

On the second floor the Children’s 
and Teen’s department presents a gay 
atmosphere with pink and melon up- 
holstered chairs and pale lime green 
walls. Murals depict a hop-scotch pat- 
tern over the children’s section and 
dance step diagrams for the teens. 
Department manager is Mrs. Dora 
Shont. 

The Basement Store has one com- 
plete shoe department serving men, 
women and children, under the manage- 
ment of Robert Healy. 

In addition, several of the women’s 
apparel stores in Eastland feature shoe 
departments. Included are the B. Siegel 
Company, Lane Bryant and Kline’s. 

Though a quiet, casual shopping at- 
mosphere has been created at Eastland 
through the use of park-like malls 
graced with fountains, art objects, 
flowers and trees, augmented by soft 
music in the air and numerous park- 
benches for relaxing, there is really 
nothing casual about the arrangement 
and inter-relationship of these stores 
to the Center and to each other. 

Eastland provides truly one-stop 
shopping. All the facilities and ser- 
vices the shopper seeks or needs are 
housed in this cluster of buildings. And, 
besides completeness, Eastland offers 
real competitive merchandising and 
true comparison shopping in every 
price range. 

To make this competition more ef- 
fective—to make comparison shopping 
easier—stores are generally grouped by 
price ranges and by merchandising 
types, so that the customer shopping 
for shoes, for example, will find several 
stores either in the same building or 
in neighboring buildings competing for 
his, or her, purchase. To make final 
selection it rarely will be necessary for 
the shopper to walk further than a 
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city block to reach all the stores selling 
a particular article in a particular 
price range. 

In order to take maximum advantage 
of the dominant drawing power and 
competitive position of the department 
store, the other stores in the Center 
are arranged as a cluster around the 
J. L. Hudson building, which forms 
the core. This arrangement gives all 
the smaller stores added competitive 
facilities, as well as direct access to 
the parking lots. Thus, smaller stores 
get contact and exposure to the depart- 
ment store traffic and to the other 
pedestrian traffic which develops in 
the court and mall areas which sepa- 
rate the buildings. 

The projected total volume of sales 
for all Eastland stores, including the 
Hudson store, is upwards of $60,000,000 
for the first year, on the basis of 
economic estimates. 





West Coast Travelers Set 
Spring Footwear Market 


Los ANGELES—Dates have been set 
for the 1958 Spring Footwear Market 
Week, it was announced by Dave Kline- 
smith, chairman of the West Coast 
Shoe Travelers, sponsoring organiza- 
tion. November 17-20, 1957, will see 









MILTON UTZINGER 


the “Shoe-O-Rama” open at the Alex- 
andria Hotel, convention headquarters, 
with additional exhibits at the Biltmore 
Hotel and the Haas Building. Slogan 
for the show will be “Buy Happy—Sell 
Happy” and it will be plugged in regu- 
lar mailings during the intervening 
months. 

Chairman for the show will be Mil- 
ton Utzinger of Hill & Dale, and he 
will have as his co-chairman George 
Rogers of Miami Footwear. 





Seventeen Magazine Plugs 
‘First Heels’ for Teenagers 


NEw YorkK—Shoes with mid-high 
heels from five manufacturers are rec- 
ommended to teenage girls as their 
“first heels” in the September issue of 
Seventeen magazine. The article, titled 
“First Show of Heels,” describes the 
tapered-toe pumps as “low enough to 
manage gracefully, slender enough to 
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look high.” Shoes featured include: 

(1) Joyce’s bow-throated suede pump 
with unbreakable curved heel, about 
$14; (2) Life Stride’s tucked suede 
pump with a pair of pearls on a tab, 
about $10; (3) Degas’ suede or calf 
T-strap, buckled in rhinestones, about 
$17; (4) Mannequins’ grosgrain-bowed 
suede pump with pointed toe and little 
heel, about $11 and (5) Jacqueline’s 
leather-tabbed suede pump, about $12. 





Levor Has South Sea Colors 


New York—G. Levor’s spring and 
summer collection of calf, Sunita and 
Tan-Art suede kid feature colors has 








been inspired by the South Sea colors 
in Paul Gauguin’s Polynesian paint- 
ings. Described as “sun-drenched, 
earthy tones and vivid jungle blooms,” 
they include Hisbiscus red, Lagoon 
blue, a deeper Eye Shadow blue, Nude, 
a light beige and Tahiti, a deeper 
neutral beige; Pago, a burnt earth 
shade; Fiji, in the same color family 
but lacking any of the red tinge of 
Pago. 

Students of future trends in ready- 
to-wear expect South Sea colors to be 
important. The strong revival of in- 
terest in Gauguin’s paintings will be 
another favorable factor in promoting 
Polynesian colors. 
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@ Fresh, new styling 


@ Special financial assistance to 
stores and qualified persons 
starting in this field 
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On our No. I011 last, 12/8 Cuban 
heel, IN-STOCK. 

Sized AAAA, 7 to 10; AAA, AA, 
|A, 6 to 10; B, 5 to Il; C, 5 to 10; 
'D, 5 to 9. 


‘Visit our display at the 
NATIONAL SHOE FAIR, 
Palmer House, Rooms 833-841 
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DR. HISS SHOES e 


Our dealers are making greater } 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 


@ Superior fit and tremendous repeat business 
—not subject to chain store competition 


@ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $16.95 
retail—the volume price in the quality field 


@ Many doctors recommend our basic shoes 


THE JAUNTY—No. 31791, brown caravan 
kid; No. 12791, black vicuna calf, $9.25. 
Stylish tie, youthful in appearance with 
ankle fit features and glove-soft leathers. 


boost profits-and 


profits are the measure of success! 
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(NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Suite 610, Warner Bros. Theater Bldg.) 
BLUE GRASS SHOES e DR. A. REED CUSHION SHOES 































Ingenious Retailer Saves Sales and Sells Extra Bows 


By VIVIAN ANDERSON 


CASPER, Wy0.—Inventive talent plus 
a little elastic and a coat hook put to- 
gether the right way has spelled sale 
of 300 extra bows in little more than 
a month for Gene Terrell, well-known 
shoe retailer of this city. Mr. Terrell 
owns his own shoe department in 
Casper’s top department store—Kline’s. 

Mr. Terrell buys plain pumps for the 
most part and extra bows for his na- 
tionally-known lines of women’s shoes. 
Instead of sending the pumps to the 
manufacturer for stapling, requiring 


time and often means a lost sale as 
a result, Mr. Terrell gives his cus- 
tomer a choice of bow or _ buckle, 
leather, jeweled, fabric or metal, and 
in three minutes has attached the bow 
permanently to the shoe. Moreover, 
through this device, he places the bow 
perfectly in line on the pump. 
“Kline’s fine shoes” are known 
throughout the basin country and from 
far points in Wyoming, as Casper is a 
shopping center for a vast area. Mr. 
Terrell, a native of Hannibal, Mo., 
started retailing in the ready-to-wear 
business, but soon followed his shoe- 





EXCITING STYLES 
Moke Exciting Businen 


Blum’s 103rd annual offering 

is the largest and most diversified ever. 
Top fashion fabrics, styling, details... 
as well as budget-priced numbers 

make the new Fall line exciting news. 
On campuses, at home... indoors 

and outdoors Glamor Gal and Rest Time 


styles are big hits. 


Send for new In-Stock Catalog #123 
— just off the presses— and stock 
up these fast-moving numbers. 


Samples on Display at — 
New York Office: MARBRIDGE BLDG. 


SINCE 1855 


BLUM SHOE MANUFACTURING COMPANY 
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selling brothers into the shoe business 
himself. He leased his own department 
in Kline’s in 1949. The shoe shop, in the 
right-hand corner of the store as one 
enters the main doors, has shown a 
steady growth in the past eight years. 
Personal files of each customer are kept 
and follow-up letters are mailed. If a 
customer has two, three or four 
daughters, this information is filed and 
their records kept with hers; often five 
or six pairs of shoes can be sold at the 
same time. Mr. Terreil is also an advo- 
cate of co-ordinated bags and shows 
them, along with the bows or buckles, 
as extra sales possibilities. 

Mr. Terrell’s brother, Edward, was 
known to the shoe trade for years as 
a partner with Walter Logan in the 
Logan Family Shoe Store in Hannibal. 
Edward now lives in Caro, Mich. 
Another Terrell brother, Bill, is with 
Samuels Shoe Company, St. Louis, Mo. 


West Coast Travelers Holds 
Its Annual Golf Tournament 


LAKEWOOD, CALIF.—This year’s run- 
off of the annual golf tournament by 
the West Coast Shoe Traveler’s As- 
sociation saw Don Froomer of Sys- 
tem Shoes, Inc., win the BOOT AND SHOE 
RECORDER Trophy for retailer’s low in- 
dividual net. He also won a trophy for 
being a member of the low net four- 
some. Rosemary Demmon won a 
trophy for ladies’ low net, and Henry 
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Henry Baroni, left, holds trophies for 
members’ low net. Rosemark Demmon 
has ladies' low net prize, while Don 
Froomer holds BOOT AND SHOE RE- 
CORDER trophy which he won for low 
net retailer's score. In addition, Froomer 
was member of Low Net Foursome. 


Baroni won the members’ low net. 

Nearly 150 golfers teed off, with at 
least that many card players coming. 

Dave Kleinsmith, executive secretary, 
was made the object of a “This Is Your 
Life” presentation. Researched for 
some months by Al Borenstein, presi- 
dent of WCSTA, the presentation 
covered some 40 years in the life of 
the secretary of the organization. 
Aileen McGuinn, of the Pacific North- 
west Group, flew down to be present 
for the ceremonies. 
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Shain & Company Shows 
Wide Range of 1958 Fabrics 


New YorK—A wide range of fabrics 
for spring and summer, 1958, is being 
shown by Shain & Company. Leading 
types, as presented by Jean Olds, the 
company’s style consultant, are straw 
types, silks, prints and meshes. In the 
straws there are pin-stripes with a 
fabric look, a knitted straw with a 
satin finish, a new patent straw with 
a salt and pepper look from Switzer- 
land, a new nylon straw called Trini- 
dad with a herringbone design, ex- 
pected to be very important; a 
smocking effect and a “chiffon” straw. 

The silks include a shantung with a 
satin finish, a fine ribbed weave called 
Parisienne; a diagonal rib called 
Riviera and, like Parisienne, already 
in use; Tempest, new in light colors; 
a petit point, repeated; a silk tweed, 
some glitter cloths for holiday shoes 
and a Tussah called Wild Silk in 
natural color only. 

Prints are on silk, linen and cotton. 
There is a flowered satin in a rose de- 
sign, a new featured Lazy Daisy pat- 
tern, Watteau, an elegant cotton 
and rayon print; a Symphony in Blue 
in a silk warp print, a design called 
Ring Around the Roses in brilliant 
color combinations, a Persian design, 
a Wildcat pattern and a Batik Flower, 
all on linen, and a marbleized design 
on polished cotton. Three types of de- 
signs are used in lining prints: classic, 
floral and modern. 

There are five repeated meshes in the 
new line from Shain. New are a 
scalloped lace, a Fleur de Lys, an eye- 
let mesh, a sheer veiling type, a Swiss 
lace and an Ottoman straw. 

Among other fabrics are two for 
casual shoes—Krash for volume selling 
and Twee-dee, a water-repellent cot- 
ton. There are also Circlet, a polka dot 
variation on linen; a spring damask 
in cotton and rayon, dyeable and Bang- 
kok with a look of Tussah. Of the 
three jacquards in the new Shain col- 
lection there are two new, Frost 
which is dyeable and Jewel, plus Scroll, 
a dyeable fabric, which is repeated 
from last season. 

Learning how to handle color is most 
important, according to Jean Olds, and 
we have two sources of this knowledge: 
the great painters and the Orient 
where that knowledge is thousands of 
years old. 


O’Connor & Goldberg Shows 
Julianelli-Designed Shoes 


CuHIcaco — O’Connor & Goldberg’s 
costume booteries are featuring a new 
collection of transition shoes designed 
by Julianelli which are muted in color 
and impressive in texture. 

Particularly noteworthy is a slender 
silhouette pump of smooth calf, priced 
at $32.95, in a lava shade, a blending of 
brown and gray that results in a com- 
pletely taupe color. Its low-cut and 
rounded throat is embellished with a 
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fringed taupe velvet bow. 

A shiny patina, to provide effective 
contrast for fall’s favored mat finished 
fabrics like crepe and jersey, is the 
fabric design of another Julianelli de- 
sign featured at $32.95, and in bronze 
kid. It, too, is a tapered toe pump 
plainly designed with a fringed bow. 


Burg Features Straws, Silks 


NEw YorK — Straws cloths are an 
important part of the 1958 line of shoe 
fabrics from A. S. Burg Company 
being shown by Sylvia Davidson, the 
firm’s style authority. Among these 
are a new textured straw with flecks, 
a straw crepe, straw fabric in beige 


and white or black and white checks, 
ombre stripes, braided effects, a basket 
weave, new last year, is constructed 
not to slip. Prints on straw cloth are 
of two kinds, warp and screen. 

There are a silk shantung with satin 
finish and textured silks with slubs or 
waffle weave. Calypso is a striking 
new print on a white instead of a red 
background. Also included is an import- 
ed Belgian linen in string color only. 

Among the meshes is a new textured 
mesh and a nylon mesh that looks like 
straw. As a follow-up of their Illusion 
cloth, Burg is introducing Tirol, a 
“fabric for sirens.” Also new are a 
Panama cloth and a tintable alpaca, 
suitable for certain kinds of spectators. 
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THe SHOE FOR CHILDREN 


One of a series featuring national advertisers who are Iselin clients 


Edwards Shoes, Inc. is one of the notable shoe manufacturers who 
factor with William Iselin & Company, Inc. We are proud of our associa- 


tion with these successful companies. Iselin factoring has long been a 


basic tool of successful operation in many industries, whether used for 
financial, credit or consultative services. 
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‘Disogrin’ Material Stars in St. Louis Store Promotion 


St. Louis—A new fall shoe and a 
new product teamed up at Scruggs 
Vandervoort Barney in St. Louis re- 
cently for a special joint promotion of 
both product and shoe. 

The product was “Disogrin,” a re- 
cently developed synthetic top lift 
material. The shoe was “Sheer Folly,” 
a Vandervoort’s original Delmanette 
design prompted by early fall St. Louis 
weather. 

“Sheer Folly,” made by Hamilton 
Shoe Company, combines lacy nylon 
mesh and black suede in a new treat- 
ment of the narrow toe. The shoe is 
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closed for high fashion, but its toe is 
mesh-opened for early autumn wear. 
The shoe was displayed on both high 
and mid heels, and also shown as a 
high heeled sling. 

Top lifts on the “Sheer Folly” foot- 
wear are of “Disogrin,” guaranteed to 
last three months or be replaced at no 
cost to the customer. The “Disogrin” 
top lift is used on a “Fitz-On” heel 
with removable top lift and aluminum 
base. 

“Disogrin” has recently been intro- 
duced to the trade by Donovan Indus- 
tries, Inc., through its St. Louis office. 


.. service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 
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The material is a product of the chemi- 
cal industry of West Germany, long 
noted for synthetics. “Disegrin” pos- 
sesses attributes of several dissimilar 
materials. 

By test, “Disogrin” withstands pres- 
sure and friction more satisfactorily 
than steel. It is reportedly as pliable 
as rubber, without the oxidizing quali- 
ties. “Disogrin” is as impervious to 
acids as the ceramic family. Because 
of these qualities, Donovan representa- 
tives consider the product capable of 
satisfying the needs of several indus- 
tries. In automobile tires, tests have 
shown that a tire of usual weight and 
construction, if made of “Disogrin,” 
would wear for the normal life of the 
car. 

In cooperation with Delmanette, 
Vandervoort’s set up a special display 
of both “Sheer Folly” shoes and “Diso- 
grin” top lifts in the department store’s 
shoe salon. Beatrice Beste of Hamilton 
Shoe Company was in the salon during 
the promotion. Miss Beste is a mem- 
ber of the Shoe Fashion Board of St. 
Louis. 

A half-page newspaper advertise- 
ment and a special street window dis- 
play accompanied the salon activities. 
A display island, set up to feature 
“Disogrin,” consisted of several sets 
of top lifts with handled files for custo- 
mers to try abrasion testing. 

The product, using the slogan 
“strong as steel, resillient as rubber,” 
claims that it can cut down frequency 
of trips to the shoe repairers for new 
top lifts. Consequently, heels are less 
often subjected to splitting. “Disogrin” 
claims to eliminate the whiskers that 
often develop at the edges of a worn 
leather lift. The synthetic, in tests on 
actual shoes being worn constantly, 
was found to wear evenly and levelly 
and about one-tenth as fast as leather. 

During the promotion, Vandervoort’s 
invited several personalities concerned 
with the development of this new 
material to be in the store to meet and 
talk to customers. They included Har- 
vey Epstein, promotional manager of 
“Disogrin”’; John Fitzsimmons, inven- 
tor of the “Fitz-on” heel, and William 
Wessling and Ray Schultz, representa- 
tives of Donovan Industries, Inc. 


Regional Chandler’s Oscars 


TuLSsA, OKLA.—Two high awards in 
competition among employes of Chand- 
ler’s Shoe Stores, Inc., went to Tulsa 
employes. 

Mrs. Ellen Presley of the firm’s 
Utica Square store was presented with 
an Oscarette for outstanding sales per- 
formance. 

Ed Simas, of the downtown store, 
417 South Main Street, received an 
Oscar as top assistant manager in the 
Oklahoma, Texas, and Kansas area. 

The awards were presented recently 
by W. L. Pursly, regional manager. 
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Owner Halts Summer Slump 
By Means of Kids’ Contest 


DENVER—To prevent a business let- 
down in children’s shoes through hot 
weeks of summer, William Patrick, 
owner of Patrick’s Shoe Stores here, 
conducted a kids’ contest for five weeks. 
And with good results. Back-to-school 
shoes were sold through July. 

All boys and girls 14 years old or 
under were eligible to enter the contest 
conducted at Patrick’s Englewood 
store, 3448 South Broadway. The per- 
sons having the greatest number of 
votes were the winners. Nine prizes 
were given, the first three being an $80 
bicycle, the second, a campus model 
record player, and the third, a clock 
radio. 

Each contestant had to come to the 
store to register and was automatically 
given 20,000 votes. Persons could vote 
for themselves or for their friends. 
For votes from purchases, amounts of 
50 cents or more counted as a full dol- 
lar. No solicitation or campaigning 
was permitted inside or in front of the 
store. Contestants’ daily standings 
were announced on a bulletin board in 
the store window. 2,000 votes were 
given with every $1 purchase. 20,000 
votes were given in addition for each 
pair of Poll-Parrot, Trim-Tred or Rand 
Shoes purchased, 10,000 votes for each 
pair of Star Brand shoes. 

Every Friday, during the contest, 
double votes were given. Every Mon- 
day was “Old Shoes Day,” and 2,000 
votes were given for every pair of old 
shoes, tied in pairs, brought into the 
store. Limit was 100 pairs per con- 
testant for each Monday. Wednesday 
was designated as “Friends’ Day” 
when adult friends of contestants 
could enter their own names at the 
store and get 2,000 votes each for the 
contestant of their choice. Double votes 
were given that day on adult purchases. 
In addition, 2,000 votes were given to 
each contestant handing out “pass out” 
cards, advertising the store, and 5,000 
votes to each contestant whose “pass 
out” card was returned to the store 
even without a purchase. 


Doleis Canada Limited Chain 


Opens in Downtown Hamilton 


HAMILTON, ONT.—lIts decision to 
enter downtown Hamilton was an- 
nounced by Dolcis Canada Limited, 
fast-growing subsidiary of the British 
chain of shoe stores. 

The purchase of the Heintzman 
Building at the northwest corner of 
King and John Streets, one of the 
downtown’s busiest shopping corners, 
was confirmed by Reginald Lillyman, 
vice-president and general manager of 
the Canadian firm. 

“We have bought the Heintzman 
Building and will open a shoe store 
there,” Mr. Lillyman said. 

The amount of money involved in the 
purchase was not disclosed, but it is 
said to reflect the steadily-improving 
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values of the King Street properties. 

The Dolcis firm’s plans for the three 
storey, brick building, fronting on King 
Street and extending half way to King 
William Street, have not been com- 
pleted. 

Doleis has opened six new stores in 
eastern Canada this year and the 
firm’s decision to establish a store at 
King and John will make it the tenth 
in the Canadian chain. 





Prints Star in Rockmore Line 


New York—Prints constitute a very 
important part of the Chas. I. Rock- 
more line of 1958 fabrics and are made 
in five materials: straw cloth, linen, 
silk, peau de soie and silk satin. De- 
signs include an exotic “Bamboo Stick,” 









...what do you see? 





and WELTING. 
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florals and also an Ivy League pattern. 
Mesh is important, too, and several 
new designs have been added. Among 
these is a straw and nylon mesh. A 
straw cloth with satin finish is new and 
attractive. These is also a twill straw. 
The silk Briganti has been continued. 





Kinney, Mary Jane Units 


St. Paut—In the Sun-Ray Shopping 
Center, a major operation built at 
Hudson Road and McKnight Road on 
Highway 12, there will be two shoe 
stores, Kinney Shoes and Mary Jane 
Shoes. 

The area has 887,000 square feet. 
Eventually there will be 11,000 square 
feet of covered exterior walks. Park- 
ing covers 728,000 square feet. 
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FARBERIZED INSOLES and FARBERIZED WELTING 


Leading shoe manufacturers depend on Farberized 
Insoles and Welting to resist shrinking, cracking and 
curling. Farberizing is a special process which 
replaces water-soluble tannins with the special 
Farberizing compound which seals each fibre 
individually against moisture . . . yet maintains the 
porosity of the leather. Look into good shoes and 
see how frequently you find FARBERIZED INSOLES 





About Shoe People 





Denzil V. Probasco, head of the Lan- 
tuck non-woven fabrics division of 
Wellington Sears Company, sales sub- 
sidiary of West Point Manufacturing 
Company, has been in England to 
attend the opening of a new non- 
woven goods plant in Manchester, 
jointly owned by West Point and Tootal 
Broadhurst Lee Company, Ltd. The 
name of the joint company is Lantor, 
Ltd. While in England Mr. Probasco 
also planned to attend the Plastics 
Trade Fair in London being held there 
about this time. 


William C. Re, general superinten- 
dent of the Toor Shoe Factories, has 
just returned from a trip to Naples, 
Milan, Rome and Palermo, his mind 
brimming with new Italian shoe styles 
and techniques gathered from his many 
friends among Italian shoe artisans. 
Many of these new ideas will be in- 
corporated by the various shoe fac- 
tories of the Toor and Jacob interests. 
Before he left Mr. Re was presented 
with a set of luggage for his trip and 
a dinner by all the superintendents 
and executives of the company at the 
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to retail at 
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Children’s and Misses’ 
School and Dress Shoes 


All the best-of-season fashions 
as well as the basics, combining 
style and quality to sell at 

prices targeted to the mass- 
million market. And! You can 
operate on a minimum inventory 
because Phyl-Flex, Jrs. offer 
you... all styles IN-STOCK. 
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All Styles 


IN-STOCK 
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PHYLLIS SHOE CO. 


95 BRIDGE STREET, LOWELL, MASS. 
(Manufacturers for Over 25 Years) 
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Berkleigh Country Club in Reading, 
Pa. Mr. Re was accompanied on his 
trip by Mrs. Re. 

* * *” 

Dino Sonnino, president of Bernardo 
Sandals, Inc., New York City makers 
of flat-heel thongs and other very open 
sandals, is now touring Italy in search 
of new trends in fabric and design. He 
plans to spend several weeks investi- 
gating the recent archaeological dis- 
coveries in Vatican City and Sicily. He 
hopes to be able to convert some of the 
ancient footwear types to modern wear. 

* * * 

William Burns, until recently man- 
ager of the Kinney Shoe Store in 
Northampton, Mass., has been ap- 
pointed manager of the newly opened 
Kinney store on Riverdale Street, West 
Springfield, Mass. 

e 6« 6 

The Child-Teen Shoe Store at 28 
Cottage Avenue, Quincy, Mass., is be- 
ing enlarged for the second time since 
its opening in 1948. Latest expansion 
will provide about 35 per cent more 
floor space. Owner and manager is 
Vincent Banco. 

* * * 

C. J. Fisher, formerly engaged in the 
shoe business at Mountain Home, Ark., 
has been appointed manager of the 
men’s shoe department of the Gus 
Blass Company, Little Rock depart- 
ment store, it was announced by John 
Stumpf, merchandising manager of the 
department. 

* * * 

George L. Emerson, formerly from 
Redding, Calif., is now manager of 
Davis Fine Shoes, Inc., store at 9609 
Las Ternas Drive, Temple City, Calif. 

ee oe 

Morris Klein, who is formerly from 
Chicago, is now in Glendale, Calif., 
managing The Children’s Bootery 
which is one of eight stores owned by 
Harry Gluckman. 

.  ¢ -6 

Frank Kline, treasurer of Lustig’s, 
Inc., Youngstown, O., shoe store chain, 
has been elected president of the 
Youngstown Merchants Council. He 
had been vice-president of the mer- 
chants’ group for the last two years. 

* of a 

Lindvall’s Shoe Store in Malvern, 
Ark., and Lindvall’s Department Store 
will be consolidated into one business, 
according to Nick Lindvall, owner. 

K cS oo 

The Webster Shoe Store, formerly a 
concession in a downtown Fresno, 
Calif., department store, has just 
opened in its own new location at 1326 
Fulton Street, also downtown. Darrell 
Gensler has been appointed manager. 
He has been in the shoe business 30 
years, the last nine in Fresno. Owner 
of the new store is Ben Warshauer of 
Stockton, Calif. He operates three 
other stores in northern California. 

* * * 

Earl K. McCray has been promoted 
from the sales staff to the post of man- 
ager of the Freeman Shoe Stores in 
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downtown Fresno and in the Man- 
chester Shopping Center of that city. 
He succeeds Benjamin Marks, who re- 
signed to take over a shoe store man- 
agement post in New Orleans. 

* * * 

A new shoe store specializing in 
children’s shoes has been opened near 
Chester Avenue and Nineteenth Street, 
in the heart of the downtown shopping 
district of Bakersfield, Calif., by The 
Shoe Horn of 948 Baker Street in East 
Bakersfield. The new location is known 
as Shoe Horn No. 2. Both stores are 
owned and operated by Blair Collins 
and Don Rhodes. 

* * ak 

Back in 1918, BOOT & SHOE RECORDER 
featured an article detailing a remodel- 
ing job performed on the Caspari & 
Virmond shoe store in downtown Mil- 
waukee. The store bears the old, 
familiar name. It is on the orig- 
inal location, but the ownership has 
changed. The address is 105 East Wis- 
consin Avenue, and the owner now is 
George Sapp, who took it over 18 years 
ago. 

Emphasis remains on the type of 
quality and proper fit that built the 
store’s reputation, according to store 
manager Leonard Brown. He has been 
here for 40 years and heads the 11 
people on the personnel roster. 

Caspari & Virmond merchandises 
women’s, growing girl’s and men’s 
shoes. Customers come here from all 
over the state. It also operates Tom- 
bal’s, in Green Bay, Wis. 

* ok * 

Frank Gobeille, for 25 years asso- 
ciated with the F. E. Ballou Company, 
Providence, R. I., has become manager 
of the children’s shoe department at 
Cherry & Webby Company of that city. 
Just previous to accepting this posi- 
tion, Mr. Gobeille was manager of the 
children’s shoe department at Burrell- 
Sullivan Shoe Company, same city. 

At Cherry’s, Mr. Gobeille succeeds 
Edward Vigo, who resigned to enter 
religious life in the Franciscan order. 

* ok * 

Regal Shoe Store, in the Lincoln 
Rochester Bank building, Rochester, 
N. Y., has recently completed an ex- 
tensive remodeling program. The in- 
terior has been completely done over, 
with new walnut fixtures, an acoustic 
ceiling, vinyl tile floor and brown car- 
peting; and the front display window 
has been deepened. Size of the store 
and seating capacity remain unchanged. 
Archie Wayman is manager. 

. ¢ *¢ 


The Pittsfield Shoe Company, manu- 
facturers of women’s shoes, is now lo- 
cated in a new factory in Pittsfield, 
N. H. The building is a one-story 
structure, has 35,000 square feet of 
floor space and a capacity of 125 cases 
a day. The company is under the man- 
agement of Samuel and Howard Z. 
Hirschberg. 

ok * * 

David Wiener, an experienced shoe 
retailer, has opened a family shoe store 
at 988 Cambridge Street, Burlington, 
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Mass., under the name of the Burling- 
ton Footwear Corporation. 
** * 

William Reasoner, 28, has been named 
manager of the R and S Shoe Store 
at 334 West Broadway in Council 
Bluffs, Ia. He has been with the chain 
for about 11 years, starting as a clerk 
in the Council Bluffs store, then work- 
ing at Beatrice, Hastings and Colum- 
bus, Neb. He managed the Columbus 
store before being transferred to 
Council Bluffs as manager. 

* * oe 

Ruff Brothers Shoe Store, Daven- 
port’s oldest retail shoe establishment, 
has reopened at 222 Brady Street. The 
original store opened in the same loca- 


tion in 1889 and is one of the oldest 
businesses in the business district. Ed- 
ward C. Grunwald has been named 
manager. 

* * * 

The new Kinney Shoe Store, located 
in the Putnam Center Building at 114 
West Second Street, in Davenport, has 
opened for business with Loris F. Lause 
as manager. The store will offer the 
latest in both colors and styling in 
dress and casual shoes for men, women 
and children. The sales force will in- 
clude Dallas Cavanaugh, assistant man- 
ager; William Burns, Lowell DeMarwe, 
Bob Simon, Daniel Hinson, Donald G. 
DeBoer, George Laxton and Marianne 
Parks. 
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SIZES FOR BIG 
KIDS 
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for larger sizes. 


to sell them. . 


these sizes. Sug. Ret. $2.29 pr. 





New 
Business 


Portable display bar 
with your orders. See your IN 
STOCK wholesaler—or write: 


NEW! RUGGED! 


For years, Mothers have been asking you 


FREE 


OVERSHOE- 


NOW THEY’RE 
HERE! Light, but plenty rugged with 
a new heavy kind of soling that outlasts 
anything else on the market. 2 sizes fit 
girls’ oxfords 2% to 6%. You'll be proud 
. and you’ll sell them in 
larger volume than any other rubber in 


ORDER SAMPLES TODAY — or write 
So-Lo Marx Rubber Company, Dept. 
B-815, Loveland, Ohio, for new price list. 


World's Largest Selling Lightweight Rubber Footwear 
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Obituaries 





Richard W. Hocking II 


DetTRoIT—Richard W. Hocking, II, 
48, Detroit shoe man, died July 25 at 
Topinabee, Mich., from an_ internal 
hemorrhage, following a recent illness. 

He was formerly a shoe traveler, 
representing the Doerman Shoe Man- 
ufacturing Company of Milwaukee in 
the Michigan territory. 

About 1948, he entered the Hocking- 
Gillies Company, operating one of the 
largest independent shoe store chains 
in the Detroit area and suburbs, of 
which his father, Richard W. Hocking, 
was a founder about 30 years ago. 


Richard W. Hocking II was vice-pres- 
ident and secretary of the Hocking 
Shoes, Inc., operating under the Hock- 
ing-Gillies Company name, at the time 
of his death. 

He never married, and is survived 
by his parents. 


A. Percy Wilson 


CuHIcAGco—A. Percy Wilson, who had 
represented the Gilbert Shoe Company 
in the Chicago area for 28 years died 
recently at South Chicago Community 
Hospital. He had been ill for a week. 





Jingle-Bell 
... with real bells thet 
jingle at every step 


Tee-Vee 


... with picture in 
plastic TV screen 
that can be changed 
to child's favorite! 
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... tubable terrycloth 
with snug ankle fit. 


New York 
628 Marbridge Building 
Dallas 
590 Merchandise Mart 
Los Angeles 
756 South Broadway 
Seattle 
224 Terminal Sales Building 
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slippers to 
make fall 
and 
holiday 
selling 





Send for 
Trimfoot’s new Fall and Winter Catalog, 


e including Walt Disney Character House 
Shoes to retail for $2.98! 


e plus America’s fastest selling slippers 


SIZES FROM INFANTS’ 3 TO MISSES’ 3 
RETAIL FROM $1.98 UP 


COMPANY 


Trimfoot Terrace » Farmington, Mo, 





Julius Pincus 


NEw YorkK—Julius Pincus, 77, re- 
tired shoe manufacturer, succumbed to 
a sudden heart attack July 26 while 
in the vicinity of Broadway and 83rd 
Street in Manhattan. 

Identified with the shoe industry in 
the metropolitan area for a half cen- 
tury prior to his retirement in 1951, 
Mr. Pincus was well-known to the 
trade from coast to coast. 

As a shoe man, his entire career 
had been devoted to the production of 
women’s high-grade footwear. With 
the late Mayer E. Tobias, recently de- 
ceased, he founded the former shoe 
manufacturing business of Pincus and 
Tobias, initially located in Brooklyn 
and later in Manhattan. He was presi- 
dent of the firm until his retirement. 

During his career in the industry, 
Mr. Pincus participated in local asso- 
ciation activities directed toward pro- 
moting the Greater New York market 
as the style leaders in the production 
of women’s high-grade footwear. 

Services were private and held at 
the Frank E. Campbell Funeral 
Church of New York. Surviving are 
his widow, Lottie; a daughter, June; 
his son, Jules Pincus of Fairfield, 
Conn., a brother, Emil and a sister, 
Mrs. C. Weiss. 


Charles N. Prouty 


WEST ‘BROOKFIELD, Mass.—A memo- 
rial service for Charles N. Prouty was 
held in the First Congregational 
Church of Spencer, Mass., on July 30. 
Mr. Prouty, president and general man- 
ager of the Isaac Prouty Shoe Com- 
pany until its liquidation 13 years ago, 
died here at the age of 80. He was 
also president of the Capital Yeast 
Company of West Brookfield. 

Surviving him are his widow, the 
former Claire Kane; four sons, two 
daughters and a sister. 


Fahy Jackson 


ENpicott, N. Y.—Fahy Jackson, 
who retired March 1 as office manager 
of the St. Louis division of Endicott- 
Johnson Corporation, died recently in 
St. Louis. 

He joined the company 45 years ago 
and was a credit manager in Endicott 
in 1924 when he was transferred to St. 
Louis. Survivors include a son, Darold 
F. Jackson of Mission, Kan., who is a 
sales representative of the shoe com- 
pany. 


Harry Goldstein 


MorGANTOWN, W. VA.—Harry Gold- 
stein, proprietor of the Family Shoe 
Store for 42 years, died in the local 
hospital after a lengthy illness. 

Survivors include his widow, 
Jeanette; two daughters, Marjorie, of 
Morgantown and Mrs. Jack Brunstein, 
of Chicago, and a son, Donald, who has 
been associated with his father in the 
business. 
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Herbert G. St. Clair 


WASHINGTON, D. C.—Herbert G. St. 
Clair, formerly buyer of men’s shoes 
in the Raleigh Haberdasher here, died 
July 30 at his home in nearby Tomkins- 
ville, Md. 

Mr. St. Clair retired in 1955 after an 
association of 20 years with the 
Raleigh Haberdasher. He leaves his 
widow, Leonore St. Clair, and two 
brothers. 


Alfred P. Beauchemin 


Ho.yoke, Mass.—Alfred P. Beau- 
chemin, who retired in 1950 after an 
association of 54 years with the Childs 
Shoe Store here, died at his home here. 
He was 87. 

Mr. Beauchemin began with Childs 
as a clerk and was also a buyer of 
women’s shoes for the firm when he 
was honored on his 50th year with the 
firm. 

He was a member of the Holyoke 
Lodge of Elks and the Holy Name 
Society of the Sacred Heart Church. 

Surviving him are two daughters, 
Mrs. Karol B. Zielinski, of Holyoke, 
and Mrs. Timothy J. Haley of New 
Orleans; a son, Dr. Robert J. Beau- 
chemin, with whom he made his home, 
and a brother, George Beauchemin of 
St. Petersburg, Fla. 


Thomas A. Frost 


SAINT PAuL—Thomas A. Frost, 58, 
of 1510 Randolph Avenue, died sud- 
denly, following a heart attack. 

Mr. Frost was manager of Schune- 
man’s downstairs shoe department for 
nearly 20 years and was employed in 
the shoe business 33 years. 

He is survived by his widow, Clara 
A. Frost. 


David Gershen 


ELIZABETH, N. J.—David Gershen, a 
shoe retailer here for 50 years and a 
founder of the Elizabeth Avenue Mer- 
chants Association, died at a nursing 
home in Cranford. He was 90. 

Surviving are his widow, Lena; five 
sons, six daughters, 20 grandchildren 
and 19 great-grandchildren. 


Halle Brothers Appoints 
Connelly to Shoe Buyer 


CLEVELAND — James Connelly has 
been named buyer of the downstairs 
store shoe department of Halle 
Brothers Company, according to 
Edward O. Jacques, general merchan- 
dise manager. 

Mr. Connelly joined Halle’s in July, 
1955, as a section manager, and was 
assigned to the Junior Executive train- 
ing program in January, 1956. He was 
named assistant buyer of the women’s 
shoe department in January, 1957. 

Mr. Connelly uttended Fenn College 
and John Carroll University in Cleve- 
land, and was office manager for the 
Spotwell Company. 

He succeeds Charles B. Hockenberry. 
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Financial News 


Shoe Corporation of America 
Declares 114th Cash Dividend 


Cotumsus, O.—The Shoe Corpora- 
tion of America, manufacturer-retailer 
with outlets across the country, de- 
clared its 114th consecutive cash divi- 
dend, payable September 14 to share- 
holders of record August 23. Robert W. 
Schiff, president-treasurer, said the 
dividend would be 25 cents a share on 
each $3 par value share. 

Eleven of the 641 family type shoe 
stores now operated by Shoe Corpora- 


tion are located in Columbus. 


A. S. Beck Declares Dividend 


New York—The board of directors 
of the A. S. Beck Shoe Corporation 
declared a quartely dividend of 25 cents 
per share on the common stock of the 
A. S. Beck Shoe Corporation, payable 
August 15, 1957 to stockholders of 
record at the close of business on 
August 5, 1957. 

The board also declared a quarterly 
dividend of $1.18% on the preferred 
stock of the A. S. Beck Shoe Corpora- 
tion, payable September 3, 1957 to the 
stockholders of record at the close of 
business on August 15, 1957. 
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Right now .. . when you need 
‘em most... 
Princess Leotards in-stock for fast 
delivery. “Spring-Knit" of 
durene yarns, the Princess "gives" 
with every body movement. 
Talon fastener. Elastic in legs. 
Black, Red, Royal and Copen 
Blue, Pink and Aqua. 

Sizes 2-14—$2.25 

10-20—$2.50 
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207 ESSEX ST., BOSTON 11, MASS. 
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Crestworth 


Shoes for Men 


Style 


Write to: Cedar-Crest Shoe Company, Dept. 815 
A division of General Shoe Corporation 
Nashville, Tennessee 
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NORTHEAST SHOE COMPANY, Inc. 
Pittsfield, Maine 




















WITH YOUR 
SALES IN MIND... 


Altschul offers a superb collection 
of Boys ‘n Girls Shoes for BACK-TO- 
SCHOOL SELLING! 


Featuring our world-famous “R-ex” 
Construction Footwear highlighting long 
inside counters, Thomas Heels, X-Ray 
steel shanks, and the finest orthopedic 
type lasts. 


IN STOCK FOR 
IMMEDIATE DELIVERY 


Blue & White “R-ex” Blucher Saddle 
C615 ““R-ex’’—8%-12; A-EEEE; Thomas Heel 
M615 ‘‘R-ex’’—12%-3; A-EEEE; Thomas Heel 
Gray Velour Buk Bal “U” Throat Oxford 
Cushion crepe sole @ Long arch supporting counter 
Right & left X-Ray steel shank @ Nailless heel seat 
M935—12%-3; B-EE 
L935—5-10; AA-A 

4%-10; B, C, D 
4-9; E, EE 
Blue & White “‘R-ex’”’ Bal Saddle 
1415 “‘R-ex’’—5%-10; AA; Thomas Heel 
5-10; A; Thomas Heel 
%-10; B-EE; Thomas Heel 


JULIUS ALTSCHUL, INC. 


Creators of ““NATURE’S OWN” straight lost footwear 


117 Grattan St., Brooklyn 37, N.Y. © HY 7-4500 
TESTED & PROVEN SINCE 1899 











U. S. Rubber’s Net Profit 
Dips a Bit from 1956 Period 


New York — Net profit of United 
States Rubber Company for the first 
six months of 1957 was $18,140,234, 
equivalent to $2.77 a share of common 


| stock, H. E. Humphreys Jr., chairman, 
| reported to 


stockholders. This net 
profit compares with $18,659,106 


| equivalent to $2.91 a share, in the same 


period last year. 

Included in this year’s net profit is 
$3,500,000, or 62 cents a common share, 
from the sale of the company’s wire 
and cable business to Kaiser Aluminum 
and Chemical Corporation on February 
1, 1957. 

Net sales for the first half came to 


| $451,298,696, compared with $464,095,- 
454 in the first half of 1956. 


In the 
first half of each year, net profit was 


| four per cent of sales. 


Net profit for the second quarter was 
$9,960,473, equivalent to $1.55 a share, 


| compared with $9,555,758, or $1.50 a 


share, in the second quarter of 1956. 
Net sales for the second quarter totaled 
$219,073,735, compared with $234,445,- 
800 in the same period of 1956. 

Provision for federal and foreign in- 
come taxes and renegotiation of gov- 
ernment contracts for the six months 
amounted to $17,040,533, compared 
with $20,542,036 in the same period 
last year. 

Current assets on June 30 were 
$408,012,460, compared with $416,877,- 


| 615 a year ago. Current liabilities were 
| $116,939,739, compared with $135,062,- 


778. Net working capital totaled $291,- 
072,721, compared with $281,814,827. 


Ohio Leather Reports 
Earnings Improvement 


GirarD, O.—Ohio Leather Co. re- 
ported a substantial improvement in 
earnings in the first six months of its 
current fiscal year, reporting net profit 
of $317,732, or $1.10 a share, the com- 
pany’s interim report revealed. This 
compared with $231,285, or 80 cents a 
share, in the corresponding six months 
a year ago. Operating profit was $654,- 
060 against $381,453, while provision 
for federal tax was $345,200 against 
$257,500. The company reported total 
current assets of $6,368,253, against 
total current liabilities of $938,192, 
compared with $6,047,084 against lia- 
bilities of $840,027 a year before. 


Agnew-Surpass Dividend 


TORONTO, ONT.—Directors of Agnew- 
Surpass Shoe Stores Limited have de- 
clared a quarterly dividend of 13 cents 
a share payable on the common stock 
on September 3, 1957, to shareholders 
of record July 31. This is an increase 
from previous 10 cent quarterly rate 
which had been in effect since the 
March 2, 1953, disbursement, prior to 
which. rate was 15 cents quarterly. 
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International’s Pension Plan May Set Pace 





Agreement Between the Biggest Shoe Manufacturer and Two Unions 
Is Expected to Influence Future Plans Affecting 230,000 Workers 


Boston — The Boot and _ Shoe 
Workers’ Union and United Shoe 
Workers of America, AFL-CIO, have 
concluded an agreement with Inter- 
national Shoe Company, world’s largest 
shoe manufacturing firm, on a com- 
pany Retirement Pension Plan, the 
union announced. 

The pension plan will affect some 
22,000 of the company’s 36,000 em- 
ployees. It is expected to have far- 
reaching effects upon the entire shoe 
industry and its 230,000 shoe produc- 
tion workers, according to John J. 
Mara, president of the BSWU. 

The company will pay three per cent 
of its gross payroll for workers cov- 
ered by the plan. It is estimated that 
the covered 22,000 workers receive be- 
tween $65 and $70 million a year in 
wages. Three per cent of these wages 
will bring about $2 million a year into 
the pension fund. 

The pension program will be financed 
entirely by the company, with no con- 
tributions by the employees required. 
Payments up to $37.50 per month, de- 
pending upon length of credited serv- 
ice, are provided under the plan. 

Specifically, the new program pro- 
vides pensions for all unorganized 
plant, office and supervisory workers 
not already covered, and for all per- 
sons covered by contracts with the 
Boot & Shoe Workers, and the United 
Shoe Workers of America, AFL-CIO. 
The company agreement with these 
unions provides that their present con- 
tracts will be extended another year 
through September 30, 1958 without 
further change. 

The Florsheim division has a sepa- 
rate. pension program. 

The pension funds which will be es- 
tablished to handle the new plan will 
be set up with a trust company not 
named to date. 

George M. Abbott, director of indus- 
trial relations for International, said 
the new pension plan is believed to be 
the most liberal of any in the shoe in- 
dustry. International will contribute 
three per cent of the gross payroll to 
the funds starting October 1, 1957, and 
pension payments from the funds to 
eligible personnel will begin one year 
later. 

According to the plan, any employe 
reaching 65 years of age with 15 years 
or more of company service, is eligible 
for a pension. The plan becomes ef- 
fective October 1, 1958. The eligible 
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employe receives $18.75 a month, plus 
an additional $1.25 monthly for each 
full year of service above 15 years, but 
not exceeding 30 years. Thus the maxi- 
mum amount of pension would be 
$37.50 monthly. 

The plan also includes a Permanent 
Disability Pension arrangement. If an 
employe is permanently disabled 
through accident or illness after age 
50, and has completed 15 years of ser- 
vice, he receives the same amount of 
pension as he: would get under the 
Retirement Pension Plan. He is eligible 
at any age if he has completed 25 
years of service. 

An approved bank or trust company 
will serve as trustee for the pension 
fund. The pension plan will be ad- 
ministered by four members of the 
company and four members, two each, 
from the two unions. Each three years 
an actuarial study of the plan is to be 
made, with the company and the two 
unions to negotiate on any required ad- 
justments based on costs of operating 
the plan. 

Said President Mara, “The Retire- 
ment Pension Plan is a major mile- 
stone in progressive labor-management 
relations in the shoe industry. The plan 
was worked out over a period of 
friendly relations between Interna- 
tional and the two unions. We expect 
that the pension pattern will be in uni- 
versal operation throughout the entire 
shoe industry over the next few years, 
resulting in many beneficial values for 
labor and management alike. 

“Particularly, it should contribute to 
greater stability within the industry. 
It should appreciably reduce labor 
turnover and factory migrations and 
the consequent higher costs of factory 
operation. Also, human values are in- 
volved, for it gives the worker and his 
family a brighter, more secure future. 
This is in the genuine American tra- 
dition of improved living standards.” 

It is expected that Brown Shoe Com- 
pany will be the next major shoe firm 
to adopt this plan. If the same pro- 
portion, 65 per cent, of the Brown em- 
ployes become eligible, it would mean 
that about 13,000 of ‘the company’s 
21,000 employes would become partici- 
pants in a $1.2 million annual pension 
fund paid for by the company. 

Mr. Mara said that if the nation’s 
230,000 shoe workers. all have come 
under thé Retirement Pension Plan by 
1962, as is expected,-the shoe manu- 


facturing industry’s total pension fund 
would amount to more than $25 
million annually. This would be based 
upon three per cent of an estimated 
$841 million, as compared with $664 
million today. 

Mr. Mara announced that a pension 
plan similar in all details to that ne- 
gotiated with International had just 
been signed with the Reuben Gordon 
Shoe Company of Philadelphia. About 
300 workers are affected. 


Red Ball Presents New 
1958 Lines at Chicago Parley 


CHICAGO—The new 1958 lines of Red 
Ball Jets, Summerettes and Commo- 
dores were presented during a three- 
day meeting at the Drake Hotel here 
recently. 

G. D. Babcock, president of the Mis- 
hawaka Rubber & Woolen Manufactur- 
ing Company, Mishawaka, Ind., mak- 
ers of Red Ball Footwear observed, 
“This past season we introduced a new 
shoe in our Jets line—the Wearmore, a 
child’s play shoe made from Red Ball’s 
exclusive Dura-Kool fabric and de- 
signed to give extra-long wear. Its 
pepularity far exceeded our sales fore- 
casts necessitating the installation of 
additional manufacturing equipment. 
For 1958 the line has been further 
strengthened by the addition of a new 
style, the Camp Shu, available in four 
colors—red, navy, black and brown. 


Sterling Last’s 25th Birthday 


LONG ISLAND City, N. Y.—The 
Sterling Last Company distributed a 
silvered brochure commemorating its 
25th anniversary. In pledging con- 
tinued high standards the firm recalled 
25 years ago when Louis Serling 
merged the New York Last and The 
Daetsch & Woodward Last Companies 
to form the present firm. 





General Shoe Announces 
Subsidiary Appointments 


Ben Fish, left, general manager of 
Fleisher Shoe Company, Manchester, N. 
H., has been made president of Fleisher. 
Alvan Rosenberg, right, general manager 
of Kleven-of-Lawrence, Mass., has been 
made president of that company. An- 
nouncement of these two executive 
changes were made by W. M. Blackie, 
executive vice-president of General Shoe 
Corporation. Both companies are sub- 
sidiaries of General Shoe. Both Fleisher. 
and Kleven-of-Lawrence make Women's 
dress and women’s novelty’ shoes. 
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Nick Salerno Takes New York Low 


ee 


Nick Salerno, center, of the Rubber Corporation of Pennsylvania, receives the 

BOOT AND SHOE RECORDER Sterling Silver Dish from Harry Hughes, right, of 

the RECORDER. Nick was low gross winner at the outing of the Boot and Shoe 

Travelers’ Association of New York. He made it with a 76 card. As medalist, he 

also took a leg on the Thomas England Memorial Cup. Anthony Favor, chairman 
of the outing, is left. 





Frank Mersky Wins 210 Associates Silver Golf Trophy 


BostoN—With a low gross score of 
71, Frank Mersky of Delco Rubber 
Company, won top honors in the seven- 
teenth annual golf tournament of 210 
Associates, held at the Commonwealth 
Country Club on July 31. Mr. Mersky 
was awarded the Cooney-Weiss Fabric 
Corporation silver trophy. 

In determining other prize winners 
all of the more than 150 contestants 
were divided into three classes: A, 
those with state handicaps of one to 
10; B, those with handicaps of 11 to 
20; and C, those with handicaps of 21 
to 30. 

In Class A, winner of the gold cup 
donated by the Shoe and Leather Re- 
porter was Chester Mielcorz of the Bay 
State Cutting Die Company, with a 
score of 72-8-64. This was a repeat 
performance, the same trophy having 
been won last year by Mr. Mielcorz. 
Class B winner of the Abraham 
Shapiro Memorial Trophy, donated by 
BOOT AND SHOE RECORDER, was Charles 
Gutman, of Lincoln Shoe Company, 
with a score of 79-13-63. A Paul Re- 
vere bowl donated by the Armstrong 
Norwalk Rubber Company went to 
Class C winner Lloyd Davis of the 
Majestic Shoe Company. He scored 90- 
30-60. 

Additional prize winners in the state 
handicap contest, some of them in the 
low gross category and others in the 
low net class, were: John and Robert 
Slattery, both of Slattery Brothers; 
John Neagle, Independent Shoemen, 
Inc.; Sam Smidt, Henry Leather Com- 
pany; Saul Katzman, Bob-Kat Leather 
Company; John Cooney, Cooney-Weiss 
Fabric Corporation; Alan Goldstein, 
Plymouth Shoe Company; Ted Porosky, 
A. S. Burg Company; Harold Bern, 


90 


Bourque Shoe Company; Ira Cook, 
Beebe Rubber Company; Dan Tur- 
kanis, Kirstein Leather Company; 
George Dempsey, Frank Noone Shoe 
Company; Phil Polansky, Eagle Shoe 
Manufacturing Company; and Dan 
Pollack, Dan Pollack Shoe Company. 

Longest drive of the tournament was 
made by John Neagle. Alan Goldstein 
won the contest for the shot nearest 
the pin on the 18th hole. 


Attend Safety Congress 

St. Lours—Two representatives from 
International Shoe Company attended 
the recent Inter-American Safety Con- 
gress in Monterrey, Mexico. Norman 
C. Whitsett, general manager of the 
Hy-Test Safety Shoe division, and 
Hector R. Dominguez, manager of the 
firm’s export division, served as dele- 
gates to the sessions. 

The safety congress was attended 
by about 360 delegates from all parts 
of North and South America. One of 
the program highlights was a speech 
on the value of safety shoes in reduc- 
ing industrial accidents. The speech, 
prepared by Mr. Whitsett, was deliv- 
ered in Spanish by Mr. Dominguez. 


Employes’ Melon: $60,500 

Toronto — Agnew Surpass Shoe 
Stores, Ltd., announced employes of its 
retail division will receive $60,500 this 
year through a profit-sharing plan es- 
tablished in 1954. Payments will vary, 
said Keith R. Gillelan, president, be- 
tween $80 to newer employes and $500 
for senior employes. The first payment 
of $26,000 has already been mailed, 
said Mr. Gillelan. 


Narrow Fabrics Institute 
Asks Changed Tax Policy 


New YorK—The Treasury Depart- 
ment has been urged by the Narrow 
Fabrics Institute to update its tax 
policies on depreciation, This action 
followed a survey of its membership 
which indicated substantial inconsis- 
tencies in the present treatment of 
equipment for various segments of the 
textile industry. The survey also re- 
vealed that the useful life of equipment 
for narrow fabrics production is far 
shorter than that allowed by current 
depreciation policies. 

Other points cited by the Institute 
included the contention that the basic 
concept of design of manufacturing 
buildings has changed so drastically 
that a 30-year-old textile mill may be 
as obsolete as a 1927 automobile. 

The Institute also stressed that the 
present cost of looms and other textile 
equipment is many times that of ma- 
chinery being replaced; thus, deprecia- 
tion allowed on old equipment is highly 
inadequate and falls far short of re- 
placement costs. 


Tober-Saifer Shoe Contest 


Chooses 17-Year-Old Beauty 


St. Lours—Joan E. Lippett of Day- 
ton. O., has been named current “Miss 
Jolene” in a national contest sponsored 
by Tober-Saifer Shoe Manufacturing 
Company. 

Miss Lippett was selected from six 
finalists who had won weekly contests. 
All entrants were required to write 
statements on why they liked Jolene’s 
line of shoes. Seventeen-year-old Joan 
received a $1,000-bond and all expense- 
paid trips to Chicago and St. Louis, 
plus a wardrobe of Jolene shoes. 


Joan E. Lippett receives official notice 
of her selection as “Miss Jolene" by 
+ 


hbnaid. 


James Ri s Shoe 


Store, Port Clinton, O. 


Next spring as “Miss Jolene,” Miss 
Lippett will visit St. Louis as hostess 
for Tober-Saifer at the St. Louis Shoe 
Show. She will act as official hostess at 
the Tober-Saifer sample rooms during 
the National Shoe Show in Chicago. 

Miss Lippett’s Jolene dealer is Nis- 
sens Shoe Store, Port Clinton, O. James 
Riemenshneider of Nissens presented 
Miss Lippett with an additional prize 
of a train case. 
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Governor Names Kenerson 
Shoemaking School Trustee 


Boston — Harry J. Kenerson, Jr., 
associated with the United Shoe Pat- 
tern Company, has been made a trustee 
of the Independent Industrial Shoe- 
making School of Lynn, Mass. The 
appointment was made by Governor 
Foster Furcolo, who also administered 
the oath of office. 


Massachusetts Governor Foster Furcolo, 
left, administers oath of office to Harry 
J. Kenerson, Jr., following the latter's 
appointment as a trustee of the Inde- 
pendent Industrial Shoemaking School. 


The school is a state-run educational 
institution, the only one of its kind in 
this country. Every shoe factory oper- 
ation is taught and the complete course 
in some cases takes as much as four 
years. There are both day and night 
classes. Courses are free for residents 
of Massachusetts but out of state stu- 
dents are required to pay. So thorough 
is the instruction at this school that 
students come from many parts of the 
world. 


Bass Sends Out Complete 
Direct-Mail Package 


WILTon, Me.—G. H. Bass & Com- 
pany, producers of outdoor footwear 
has sent out a comprehensive direct- 
mail package to dealers which includes 
a great variety of free ad mats for use 
by stores locally. 

An innovation in this year’s mailing 
is the inclusion of an order blank with 
a foot on line chart and directions 
for self-measurement to help increase 
orders of Bass’ footwear from outlying 
points not directly served by shoe 
stores. 

The mailing also includes attractive 
folders and brochures showing Bass’ 
moccasins, golf shoes and boots to best 
advantage. 





Meirs With Central Products 


HAVERHILL, MAss.—Henry Meirs has 
joined the sales staff of Central Prod- 
ucts, Inc., of Haverhill, for whom he 
will cover New England. Central Prod- 
ucts carries in-stock a complete line of 
shoe manufacturers’ supplies. 
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The Label with 
a Pedigree 







































@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 
















trade mark 






BARRETT & COMPANY, INC. 
NEWARK, NEW JERSEY 
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YOU CAN TAKE... 


Outstanding comfort and handsome styling . . . that’s what men want 
most in shoes. And that’s what you get when you feature McCoy shoes. 
Air-cushioned insoles guarantee lasting comfort to your customers, That 
means more repeat sales for you . . . and more profit too. Get the 

full McCoy story from our representative, or write us to have him call vee 
it’s the most profitable step you can take! 


Meloy 


SHOES FOR MEN 
HOLLAND-RACINE SHOES, INC. ¢ HOLLAND, MICHIGAN 





Brezner Tanning Receives Safety Award 


Tanning Head Presents Flag 
At Revolutionary War Rites 


PHILADELPHIA — The “Bunker Hill 
Flag,” a Massachusetts battle emblem, 
was presented at the memorial to 
Revolutionary War dead by William 
C. Hunneman, Jr., chairman of the 
board of William Amer Company, tan- 
nery here. 

The memorial was held here in 
Washington Square. 

The flag, which has a blue back- 
ground, a white canton within which 
is the Cross of St. George in red, is 
also known as the “Pine Tree Flag” 
because of the green pine tree in the 
upper right square next to the staff. 

Fourteen flags were displayed in 
Washington Square. 

Governors of the original thirteen 
states selected the flags which best 
symbolize the part their state played 
in the American Revolution. The orig- 


With a record of 1,223,000 safety hours, Morris Cohen, president of Brezner Tanning = jnal American flag of 13 stars and 13 
Corporation, division of Allied Kid Company, Boston, accepts the safety plaque on stripes also was flown. 


behalf of the company and employes from Ralph N. Chase, representative of Lib- M 
erty Mutual Insurance Company. Left to right are Albert Shaw, treasurer of ni 
Brezner; Thomas Small, treasurer of Allied Kid Company and George McNeff, °rn. 


Brezner personnel manager. 


Hunneman is Massachusetts 
His great grandfather was an 
apprentice of Paul Revere. 








DON'T PASS UP 
THE RICH DANCING 
SHOE MARKET! 


Sell Kunc-Rie 
BALLET SHOES . . . 


the high profit — 
fast-selling line! 
WRITE FOR CATALOG 


Kling Theatrical Shoe Co. 


218 S$. Wabash Ave. ® Chicago 4, Illinois 


ALWAYS 
IN STOCK 
FOR 
IMMEDIATE 
DELIVERY 





43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor’s phone 
number today. 


The NAME brand of e \—~4 
popular-priced sports, 5 
flats, loafers, mocs, (@) @\ 
and children’s shoes. 


47 W. 34 St., New York 1,N.Y¥. —- OX 5-3375 
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REAL BOYS 


MOUNT JOY 


FIRST CHOICE 
WITH G aq 
TOP RETAILERS 
AND 
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ALSO MAKERS OF (Gay, ax 


GERBERICH-PAYNE SHOE Co. 
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¢ SLIPPERS : 


WELLCO SHOE CORP., Waynesville, N. C. 











Textileather’s Giant Pump 
Featured at Allied Show 


ToLepo, O. — A sling pump not to 
walk about but to talk about re- 
minded the visitor to the Allied Shoe 
Products Show of High-Fidelity vinyl 
uppers. 

Standing in the booth of the Tex- 
tileather division of The General Tire 





Diana Attie, Miss Toledo of 1957, in- 

vites inspection of Textileather's vinyl 

suede size 5 pump—five feet long and 
five feet high—that is. 


& Rubber Company, was a size 5 
sling pump—that is five feet high and 
five feet long. 

Textileather exhibited the wide 
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range of effects in vinyl suedes at the 
fashion center in the Textileather 
booth. In addition, there were other 
materials for spring and summer foot- 
wear in the advanced styling and colors 
of High-Fidelity vinyls. 

The display showed the complete 
range of Textileather materials for 
footwear which included uppers, wrap- 
pers, stripping qualities, vamps, straps, 
heel coverings, quarterlinings and sock- 
linings. 

In Textileather’s Tolex for spring 
and summer footwear were wrapper, 
upper and stripping qualities in smooth 
calf and textured effects such as Wild 
Rice, Belmont and Broadtail. 

The complete line of materials for 
vamp, strap, quarter and socklinings 
were shown in Rayette Nygen, Mus- 
tang, Tolex and Broncho. 

In the glitter department, Texti- 
leather showed Mylar for strippings 
and heel coverings. 





International’s Warehouse 
In Atlanta to Serve 3 Divisions 


St. Louris — A large warehouse in 
Atlanta, Ga., has been leased by In- 
ternational Shoe Company, according 
to recent announcement by Maurice R. 
Chambers, vice-president in charge of 
sales. 

The new facility was added in order 
to provide faster delivery service to 
retailers in eight southeastern states. 
From this warehouse International will 
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sells large quantities of 
quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 
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St. Lovis 3, Mo. 
CE. 1-3762 


Quality Shoes Since ‘32 
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distribute a major portion of its in- 
stock shoes for the three general line 
divisions, Roberts, Johnson & Rand, 
Friedman-Shelby, and Peters. 


















International's new warehouse in Atlanta 
to distribute in-stock shoes for three 
general line divisions. 







The two-story warehouse, built in 
1948, has an area of 68,400 square feet. 
It is equipped with two-way conveyor 
belts, six truck loading docks, and full 
sprinkler system. Constructed and de- 
signed expressly for the shipment of 
shoes, the warehouse was formerly oc- 
cupied by Butler’s, a chain of shoe 
stores operating in the south. 














Blum Mails In-Stock Catalog 


DANSVILLE, N. Y.—The Blum Shoe 
Manufacturing Company, producers of 
moccasins, slippers and sandals, has 
put an attractive double-fold color in- 
stock catalog in the mail to dealers. 
The slogan of the piece is “Value That 
Builds Repeat Business.” Blum is ob- 
serving its 102nd year. 
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Armstrong Cork Plan Eyes New Markets 


EDMUND CLAXTON W. F. KAUFMAN 

LANCASTER, PA. — Armstrong Cork 
Company announced it has launched a 
program for the development of major 
new products and markets. 

The program is under the direction 
of executive vice-president Kenneth O. 
Bates. 

“We are aiming at major new prod- 
uct developments of sufficient magni- 
tude to have an important effect on 
the Company’s sales and earnings in 
the years ahead,” said C. J. Back- 
strand, president. “This new effort is 
a coordinated program for the whole 
Company that is in addition to the re- 
search and development work on new 
and existing products currently being 
carried forward for our operating divi- 
sions.” 


The Hollywood Scuff Sensation 


That's Sweeping the 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 
to Lion . 

first. 











F. B. MENGER 


Mr. Backstrand explained that two 
new staff functions — New Product 
Planning and New Product Coordina- 
tion—are being established under Mr. 
Bates’ direction to implement the pro- 
gram. 

New Product Planning is_ being 
headed by Edmund Claxton, former 
director of research who was named a 
vice-president recently. Mr. Claxton’s 
new title is vice-president for New 
Product Planning. 

W. F. Kaufman, assistant secretary, 
former head of Armstrong’s legal de- 
partment and a specialist in patent 
law, will work directly with him as 
general manager of New Product Plan- 
ning. 





W. N. HARTMAN, JR. 


F. B. Menger, now serving as as- 
sociate director of research, has been 
named to succeed Mr. Claxton as direc- 
tor of research, reporting to Mr. Bates. 

W. N. Hartman, Jr., now serving as 
assistant treasurer and general credit 
manager, has been selected to head 
the second new s<aff function being set 
up, New Product Coordination, and will 
report to Mr. Bates. 

Keith Powlison, vice-president and 
secretary of the company, has re- 
quested and received approval for 
early retirement sometime before the 
end of 1957. Upon his retirement, Mr. 
Claxton will also assume the position 
of secretary. 

A. H. Sheaffer will continue as as- 
sistant secretary and serve as general 
manager of the general legal depart- 
ment. He will also assist Mr. Claxton 
by supervising the administration of 
the insurance, real estate, and tax de- 
partments in the secretary’s office. W. 
B. Newkirk has been appointed acting 
general credit manager to succeed Mr. 
Hartman. 

Mr. Claxton, a native of Bay Head, 
N. J., a chemical engineering graduate 
of Lehigh University, has headed the 
company’s central research operations 
since 1930. He has been a director of 
the company since 1935. 

Mr. Menger, a native of San Antonio, 
Tex., holds an electrical engineering 
degree from the University of Texas 


and a master’s degree from Union Col- 
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lege. He spent nine years in product 
development work for General Electric 
before joining Armstrong as a project 
engineer in 1936. 

Mr. Kaufman, a native of Oil City, 
Pa., who holds a mechanical engineer- 
ing degree from Carnegie Institute of 
Technology and a law degree from 
Duquesne University, has been a mem- 
ber of the Armstrong organization 
since 1927 and during his early years 
pioneered the development of the firm’s 
patent operations. 

Mr. Hartman holds a bachelor’s de- 
gree in electrical engineering and a 
master’s degree in economics from 
Massachusetts Institute of Technology. 
He joined the company’s building 
materials division sales organization in 
1939. 





Duralene Tanners Plate 
Leather Without Additives 


BostoN—Leather can now be plated 
at 180 degrees, Fahrenheit, without 
using protein additives to prevent 
sticking. This welcome news for tan- 
ners of side and corrected grain leather 
has been announced by the Tannery 
division of the B. B. Chemical Com- 
pany, producers of Duralene. 

After more than a year’s use by 
leading tanners it has been conclusively 
demonstrated, the company says, that 
the new Duralene formula has several 
exclusive features. Most important is 
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the fact that Duralene finished leather 
can be plated at elevated temperatures 
to produce maximum layout while re- 
taining all the break and feel desired. 





The finished leather drops freely off the 
top plate without the use of any pro- 
tein additive. 


It is claimed that, even at tempera- 
tures as high as 170 or 180 degrees, 
Duralene finished leather drops freely 
off the top plate. For this reason it 
is no longer necessary to sacrifice break 
and feel by adding protein to the finish 
to prevent sticking. 

The company further says that “ex- 
perience has shown that the added 
heat possible with Duralene greatly 
improves the ‘marrying’ of the finish 











to the leather fibre and builds a better 
foundation for the final finishing coats. 
While best results are secured by plat- 
ing out of the first coat, with Duralene 
tanners can now plate out of any coat. 


Abington Shoe Company 
Moves to Larger Quarters 


Boston — Abington Shoe Company, 
manufacturers of men’s popular-priced 
shoes, moved their factory from Wat- 
son Street to 791 Tremont Street 
during the vacation period. 

The move according to Nathan 
Swartz, treasurer of the company, will 
double both the floor space and pro- 
ductive capacity. The larger space has 
been made necessary by a steadily in- 
creasing volume of business. This is 
the second expansion move that the 
company has made within the past five 
years. 








Siff Returns from Europe 


WEBSTER, MAss.—Robert M. Siff, 
sales manager of B-W Footwear Com- 
pany, Inc., recently returned from a 
business trip which took him to En- 
gland, France, Italy, Denmark and 
Spain. Expansion at B-W has made 
possible the installation of new equip- 
ment to further increase the produc- 
tion of slippers and casuals. Mr. Siff 
made exhaustive studies of the new 
European developments in machinery, 
methods and materials. 
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The profitable trend to Tyroleans contin- 
ves! Now Dunham's Tyroleans for young- 
sters, with the same styling and 
outstanding comfort as Dunham's famous 
for men, are 
Young America's favorite footwear! Don't 
miss this big-profit opportunity . . 
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Moccasin Oxford. 


All Tyroleans for Youngsters have Cushion Com- 
fort Insole, Full Glove Leather Lining, Notural 
Rib Crepe Sole, Wedge Heel, 
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Two Promoted in Sales Posts by Talon, Ine. 





W. H. LAVIER 


MEADVILLE, Pa.—W. H. Lavier has 
been promoted to the position of sales 
planning manager, it was announced by 
Robert M. Evans, vice-president, sales, 
of Talon, Inc. Mr. Lavier will be 
responsible for market research, short 
and long range planning of product 
specifications, and the development of 
promotional programs involving new 
product items. 

Mr. Lavier is a graduate of the 
University School of Cleveland and 
attended Allegheny College. 

Mr. Evans also revealed that E. R. 
Ingram, assistant sales manager, has 
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E. R. INGRAM 


been given added responsibilities. His 
new duties now include the functional 
control of the company’s customer 
service groups which are located in 
all major markets. Mr. Ingram is also 
responsible for the retail packaging 
program of Talon, Inc. and works 
closely with Donahue Sales Corpora- 
tion, scle distributor of packaged Talon 
zippers. Mr. Ingram’s other responsi- 
bilities include the company’s ware- 
housing and merchandising programs. 

Mr. Ingram is a graduate of New 
York University. 


Acme Boot Ad Campaign 
Greater Than Ever Before 


CLARKSVILLE, TENN. — The Acme 
Boot Company, Inc., has sent out 
folders emphasizing that Acme is now 
making four major types of boots: 
cowboy, wellington, engineer, and ma- 
jorette. 

Each has its own advertising pro- 
gram. The advertising budget for Acme 
cowboy boots alone is greater this year 
than Acme has allocated in any pre- 
vious year to all types of boots, the 
company said. 

Advertising of Acme cowboy boots 
this year will feature another painting 
by John Clymer, which will be repro- 
duced in full color as a large window 
display. More than 700 newspapers 
from coast to coast will carry Acme ad- 
vertising. 

National magazine advertising will 
include the Saturday Evening Post, 
Parents’ Magazine, the Western Horse- 
man, and Today’s Health, published by 
the American Medical Association. 





Yankee Shoemakers’ Agency 


NEWMARKET, N. H. — The Yankee 
Shoemakers division of Sam Smith 
Shoe Corporation, here, has appointed 
The Rockmore Company to handle its 
advertising of Little Yankee children’s 
shoes, Yankee Youth and Debuteen 
shoes. 
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Flowers’ Happy 50 Years 
With E. E. Taylor Firm 


BROCKTON, Mass.—Fifty years ago 
this month, George A. E. Flowers took 
a job as office boy with the E. E. Tay- 
lor Corporation here. Today he is gen- 
















George A. E. Flowers, who has spent a 
lifetime with the E. E. Taylor Corp. 






eral manager of the Taylor Shoe 
factories of Augusta and Freeport, Me. 

Only 14 years old when he began his 
career in the shoe industry, today at 
65 he says, “I’ve enjoyed it. As long 








Welleo Mulls Mexico Plant 


as I’m healthy, I’ll work.” And 
Flowers is the proverbial picture of 
health, active at work and play. He 
is a 32nd degree Mason, and his hobbies 
include hunting, fishing and golf. 

Mr. Flowers stepped up rapidly from 
office boy to office manager and then 
to production manager. This was just 
in time to handle a tremendous order 
from Russia—then our ally in World 
War I—for one million pairs of high 
boots! 

He became superintendent in 1936 
and one year later faced the greatest 
responsibility of his career. Under his 
supervision and in record time he and 
his co-workers moved the entire Taylor 
plant from Brockton, Mass. to Augusta, 
Me. They had a production line in 
operation weeks before it was con- 
sidered possible. When Taylor’s Free- 
port branch was opened in 1947, Mr. 
Flowers was named general manager 
of both factories. 


WAYNESVILLE, N. C.—William Gavi- 
ria, general manager, and Dr. Jaime 
Echavarria one of the directors of 
Grulla, S. A., the Wellco-Ro-Search 
affiliate in Colombia, visited the 
Wellco—Ro-Search headquarters. in 
Waynesville, N. C. recently to discuss 
with Heinz W. Rollman, president, the 
possibilities of a joint venture in form- 
ing a shoe manufacturing firm some- 


of Mexico. 
The Grulla firm is the second largest 
shoe manufacturing enterprise in Co- 


where in the republic 


lombia. 





Head of Central Penn Group 
Joins Northwestern Leather 


BostoN—Robert V. Devine, president 
of the Central Pennsylvania Shoe and 

























ROBERT V. DEVINE 


Leather Association, has been ap- 
pointed a member of the sales staff of 
Northwestern Leather Company. His 
territory will include Pennsylvania, 
Maryland and Virginia. In addition to 
being executive head of the Central 
Pennsylvania group, Mr. Devine has 
been a member of its board of directors. 
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comfort. Elastic laces 
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spread upper leather, oak bend leather sole #79820, 6/12D 
$5.95 net. 

FOOT KING—the INDEPENDENT MERCHANT'S best resource 
for RIPPLE SOLE® with added features, SHU-LOKS®, the best 
on the market. REG-E-STURD® Boys' shoes—soles guaranteed. 


Dept. 815, The A. S. Kreider & Son Co., PALMYRA, PA. 
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SAVE UP TO 50? A PAIR! 


90 DAYS TO PAY! 


Carter’s Kangaroo and Kidskin Shoes 


GOOD DEAL FOR WISE DEALERS. 
With savings of 50¢ a pair and 90 days to 
pay on famous Carter Kangaroo and 
better-grade Kidskin shoes, the wise dealer 
will get well on this annual deal. You'll 
order big and sell the shoes before you pay 
for them...then repeat the process. 
Today, maybe? 

TERMS NET 90 DAYS... CUSTOMER MAY SPECIFY ANY SHIPPING DATE . . . KANGAROO 

AND BETTER-GRADE KIDSKIN MAY BE MIXED IN ANY ORDER. 


See the Carter Man in your territory or contact the factory today. 


P. O. Box 30 


KANGAROO and KIDSKIN 
3ist ANNUAL SALE PRICES 


30¢ per pair off list 
40¢ per pair off list 
50¢ per pair off list 


J. W. CARTER COMPANY 


Nashville 1, Tennessee 





Queen Quality Assigns Strub 
To 5-State Dakota Region 


St. Lovuis—William F. Strub, Jr., 
has been appointed sales representa- 
tive for Queen Quality division of In- 
ternational Shoe Company, according 
to a recent announcement by Robert 
A. Black, division general manager. 

Mr. Strub’s territory will include 


WILLIAM F. STRUB, JR. 


the five-state area of Minnesota, North 
and South Dakota, Wisconsin and 
northern Iowa. Formerly Mr. Strub 
traveled the same area for General 
Shoe Company. 

A graduate of the University of 
Minnesota where he majored in busi- 


ness administration, Mr. Strub began 
his selling career in the shoe depart- 
ment of Scheunemann’s Department 
Store in St. Paul, Minn. He later sold 
for the Village Bootery in Highland 
Park, Minn. He is a member of the 
Northwest Shoe Travellers Associa- 
tion and will make his headquarters in 
St. Paul. 

He succeeds Harry T. Worthington, 
who resigned. 


Endicott-Johnson Pay Rise 


ENpicoTTt, N. Y.—Endicott-Johnson 
Corporation raised the pay of approx- 
imately 18,000 employes five cents an 
hour August 5. The last previous gen- 
eral increase in pay was one of four 
per cent effective in October, 1955. 

In announcing the latest increase, 
the company said it had reviewed its 
financial results and had “due regard 
for the loyal and cooperative efforts 
of all.” 


Brookhart Covers Northwest 
As Heydays Representative 


St. Lours—R. H. Brookhart, 1205 
Southwest Cardinal Drive, Portland, 
Ore., has been appointed to represent 
Heydays Shoes in the northwestern 
states including Colorado, Idaho, 
Montana, Oregon, Utah, Washington 
and Wyoming. 





The country's only complete, concentrated line 
of men's and boys’ casuals! 


NATIONALLY ADVERTISED 
IN-STOCK 
STYLED AND PRICED TO 
SELL IN VOLUME 
$5.95 — $8.95 


manufactured and distributed exclusively by 


Mr. Brookhart, a native Missourian, 
moved to Portland in 1924 and was as- 
sociated with the late Will Knight of 
that city for about 15 years until he 
became manager of Southwoods. 

After a number of years in that 
store he travelled the northwestern ter- 
ritory for D’Antonio Shoes. He re- 
turned to Southwoods in 1955. 

The territory covered by Mr. Brook- 
hart is new except Oregon and Wash- 
ington, covered until recently by the 
late J. S. McDade. 


Talon Plans Promotion Drive 
Of Its New Version Shu-Lok 


MEADVILLE, PA.—A nationwide pro- 
motion has been launched by Talon, 
Inc., to promote its Shu-Lok shoe fast- 
ener, according to the firm’s report. 

The Shu-Lok, a shoe closure attached 
to a flap of leather that clamps the 
lace stay together by sliding up two 
wire tracks, was first introduced sev- 
eral years ago. The new version now 
presents the closure in two sizes. 

The nationwide campaign includes a 
store promotion kit containing window 
display units, interior display units, 
publicity releases, newspaper mat ads, 
radio and TV spots, an instruction 
booklet and envelope stuffers. 

In addition to retailer-sponsored pro- 
motions, Talon Inc. has begun its own 
campaign to promote the patented 
closure. 
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What’s New 





Armstrong Introduces Cushioning Material 















Armstrong Cork Company's New Cushion Cork, developed through a new process, 
allows it to compress as much as needed to support various weight loads and 


return to its original state smoothly and evenly, according to the company. 


LANCASTER, Pa.—A new cushioning 
material said to make it possible for 
shoe manufacturers to build more com- 
fort into men’s and women’s shoes has 
been developed here by the Industrial 
division of the Armstrong Cork Com- 
pany. 

The new material, called New Cush- 
ion Cork, is said to provide a cushion- 
ing action that is continuous, whether 
standing, walking or running. 

The company said New Cushion 
Cork yields just enough to float the 
foot gently and yet retains the reserve 
cushion needed for comfort. When the 
foot is lifted, New Cushion Cork re- 
turns to its original thickness at an 
even rate. 

The new material is also said to be 
extremely lightweight and acts as an 
insulator against both cold and hot 
temperatures. 

A new manufacturing process, on 
which patents are pending, was devel- 
oped to make the new material. This 
process combines minute cork particles 
with an exclusive new binder. The re- 
sult is a material so resilient that it 
retains up to 4% times more cushion 
than conventional low-density materi- 
als of equal original thickness, Arm- 
strong said. 


New Top Lifts Wear Long 


St. Lovis—A new long-wearing top 
lift material, known as Disogrin, has 
just been introduced by Donovan In- 
dustries Inc., through its St. Louis 
office. 

A synthetic, Disogrin can be made in 
any color. Top lifts of its reportedly 
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outwear any other conventional top 
lift material now on the market. Ex- 
tensive tests have been made on the 
product, which commands a slight 
premium price. A woman’s high-heeled 
pump with Disogrin top lift showed 
only small signs of wear after seven 
weeks of continuous pavement pound- 
ing. 





Comfort is the Theme of Town 
And Country’s Foot Huggers 





Fall footwear follows the trend toward 
chic comfort, as indicated in these snug 
and snappy cameo buck boots by Town 
& Country. Featuring top-to-tip stitching 
and elasticized side gores to insure per- 
fect fit, the boots combine well with 
tweeds, wools and jerseys. 
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MEN'S SHOES 


M. T. SHAW Shoe Co. 


of New England, Inc. 

162 Chestnut st., Springfield 3, Mass. 
are distributors for SHAW NATION- 
ALLY ADVERTISED men’s shoes in 
New York state and the New England 
states. Styles to retail from $8.95 to 
$12.95. We have a complete floor stock 
of Shaw shoes AA through EEE, 5 
to 15! Write TODAY 

=>. for details. 





SPIKE 


New side- 

gore tongue and 

saddle slip-on casual, 

brown cossack leather, 

black French cord binding 

cround underlay, natural welt with 

white stitch, right and left quarters, stee! 

shonk, Nylon stitched, Nuclear outsole, 

rubber heel, on our No. 14 Combination 

last. IN-STOCK. Also available in black 
os VIC. 


T. SHAW, Ine.s Coldwoer, Mic. 








BOX HANDLERS 





LONG ARM* 
The efficent bon herder 
QUICKER, CASER, SArER 


Isn't 
This Way 
Better? 





mi 
_ 
Long Arms reach the shoes on the high shelves 
before you can go for a ladder or stool. 


No climbing, no falls. Long Arms with handles 
24", 36", 48", 60". $3.50. With 72" handles, 
$4.50 postpaid in U. S. A. Satisfaction guar- 
anteed. Specify handle length desired and if 
for men's or women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 
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Stanford Shapiro V-P 
Of Gambits’ Sales and Styling 


LOWELL, Mass. — Stanford Shapiro 
has been elected to the board of direc- 
tors of Gambits Shoes here it has 
been announced by Gilbert Cohen, pres- 
ident of the company. Mr. Shapiro also 
has been appointed vice-president in 


STANFORD SHAPIRO 


| charge of sales and styling. 


Prior to coming with Gambits, Mr. 
Shapiro was assistant sales manager 
of I. Miller & Sons. At one time, also, 
he was sales manager of the Millerkins 
division of that company. 

In his new position, Mr. Shapiro 
supervised the preparation of Gam- 
bits’ new line for presentation at the 
Guild Show in New York. He will make 
his headquarters in a new sales office 
which Gambits Shoes will open soon in 
New York. 


General Tire Picks McCraig 

AkRoN—Appointment of William J. 
McCaig as manager of polyfoam sales 
was announced by L. A. McQueen, vice- 
president in charge of sales of The 
General Tire & Rubber Company. 

Polyfoam is a new polyether-based 
urethane foam material developed by 
General Tire and manufactured at its 
Marion, Ind., plant. 

Mr. McCaig has held sales executive 
posts with various concerns since 1945, 
most recently with Federal Enameling 


| & Stamping Company of Pittsburgh. 


A graduate of Ohio Wesleyan Uni- 
versity, he earned his B. A. degree in 
business administration. During World 
War II, he served for 40 months in 
the U. S. Navy, attaining the rank of 
lieutenant commander. 


Beaudin Shoe Demand Up 


HANOVER, PA.—The L. E. Beaudin 
Shoe Company, here, announced the 
arrival of several peak-load machines 
from the United Shoe Machinery Cor- 
poration to help keep up with the fail 
production demand on its Goodyear 
welts and cement oxfords. 

Louis G. Foye, sales manager, said 
the company was sold up through Sep- 
tember by mid-May. 
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CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 
BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN'S 


M. L. C. SALES CO. 
48 N. 3rd St., Philadelphia, Pa. 
MArket 7-0823 
WM. CEASAR MARCUS LUBER 





Dr. Scholl’s Ad Campaign 
To Push Sandals Exclusively 

CuicaGo — Dr. Scholl’s scheduled 
nine major magazines between April 
and September, plus newspapers in 
every major market throughout the 
country with the largest advertising 
program devoted exclusively to sandals 
in the history of the footwear industry, 
the company asserted. 

The ads will stress the “barefoot 
freedom” and restful support resulting 
from the exclusive built-in metal arch 
support and cupped heel of Dr. Scholl’s 
“Arch-Lift” sandals. 





W. O. Rice Joins Staff 
Of Vaisey-Bristol Shoe 


Shoe Company in charge of the styling 
and pattern departments of Jumping- 
Jacks Seniors and Parties. These lines 
are manufactured in the company's Mis- 
souri factories at Monett and Marion- 
ville. Announcement of the new associa- 
tion was made by George Meierhoffer, 
president of the corporation. 
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SALESMAN WANTED — OHIO 


Eastern maker of fast-moving, popular-priced line 
of Juvenile Cowboy, Enginer, Wellington and Com- 
bat Boots and other popular stitchdowns has un- 
usually attractive opening for experienced sales- 
man in Ohio and Kentucky. This is an exceptional 
opportunity with a growing, prosperous company. 
Factory in-stock. Non-competitive lines permitted. 
Commission 6%. Write immediately, stating age, 
experience, lines now carried, references. All 
replies confidential. 


Quinn & Delbert Boot Mfg. Co. 


20 Springhill Ave., Marlboro, Mass. 








TERRITORIES OPEN 


Illinois, Minnesota, and Wisconsin territories open. 
Each did over $120,000 in 1956. Popular-priced 
in-stock children’s line in widths, with Parents 
Seal of Commendation. Complete line of rubber, 
tennis, slippers, work and dress shoes also avail- 
able. 


GREAT SCOTT SHOE CORP. 
Toledo 4, Ohio © CH1-8915 


ROAD SHOE SALESMEN WANTED 


Complete line of men's Goodyear Welts, highlighted by Kangaroo and Kidskin, and 
including retan work shoes. Complete line young men's styles; also short line of 


fancy boots including half-Wellington styles. 


Territories open are good, with 


splendid potentials for experienced road shoe salesmen who are willing to devote 
full time and total effort to the job of developing them fully. No other qualifica- 
tions are acceptable. Adequate drawing account against 6% commission. Write, 


wire or call today. 
TERRITORIES OPEN: 


Colorado-Wyoming-Utah, central and western Tennessee, eastern Pennsylvania (not 


including Philadelphia), western Pennsylvania, 


Wisconsin-upper Michigan-northern Illinois 


H. N. WILKINSON 


Sales Manager 


New Jersey and Philadelphia, 


J. W. CARTER COMPANY 
P. O. Box 30, Phone AN 3-1326 
Nashville, Tennessee 








Top Quality Orthopedic-Type. 














UNUSUAL SIDELINE 


Etonic-Tred Special Feature Boys' Shoes. Short Line—Four Styles Only—All In Stock. Finest 


izes 2!/, to 12. Widths AA to EE 


E. Mis-mate service. Some 


established business in most territories. Ideal sideline with high grade children's line or 
Women's Corrective type line. A few choice territories still available. Write in complete 


confidence, giving territory now covered, lines new carrying. 
Robert A. Eaton 
C. A. EATON CO., BROCKTON 64, MASS. 








IGH POTENTIAL SALES IN SHOE 

STORES AND SHOE DEPARTMENTS. 
Quality covered tacked metatarsal pads. Two 
styles, three sizes. Pocket size samples. High 
commission. Reply to Box 41, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 
AVAILABLE — LIVE LINE OF MEN’S 

FAST STYLE DRESS SHOES to retail 
$8.00 to $10.00 and up. Territories open: New 
York City and State, New Jersey, Pennsylvania. 
State background and references. Reply to Box 
46, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








SIDELINE SALESMAN WTD. 


XCLUSIVE OR SIDE LINE SALESMEN 

for National Distributors Line of Men’s and 
Boys’ Dress and Work Shoes. Several terri- 
tories open. BRILLIANT BROTHERS CO., 
190 Lincoln Street, Boston, Mass. 








ALESMEN WANTED: New York, New 
Jersey, Pennsylvania, North Carolina, South 
Carolina, Georgia, Florida, California. Represent 
established Line of Men’s and Boys’ Work and 
Dress Shoes. Commission basis. May be carried 
with non-conflicting Line. State road experience 
and trade references. Reply to Box 42, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 39, Penna. 














SIDELINE SALESMAN WTD. 





OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
in-stock low priced Juvenile Footwear. 


territories are well established. 


6% commission, plus bonus. Write: 

NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 








IDELINE SALESMEN FOR LIVE LINE 

OF MEN’S Fast Styled Dress Shoes; $7.00, 
$8.00, $9.00 Retailers. State background. Ter- 
ritory Open: Virginia, Georgia, Tennessee, 
Kentucky, Ohio. Reply to Box 21, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 








SIDELINE SALESMAN WTD. 





to Box 47, 


WANTED: SIDELINE SALESMEN FOR 

MEN’S DRESS AND WORK SHOES in 
___ | Popular Price Field. Must have experience. 
MART LEATHER BOWS, SHOE ORNA- ritory 
MENTS and FOOT SOX. Pocket size sam- binnd 
. Manufacturer offers highest commission. : 
Reply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. | 56th Streets, Philadelphia 39, Penna. 


Michigan, Illinois, Texas, Okla 


Indiana, Rocky Mountain States. Reply 
Boot and Shoe Recorder, 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 











ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 











Please check if box No. is Wanted [] 


Enclosed is Check 1) 


Money Order (1 
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SIDELINE SALESMAN WTD. 


LINES WANTED 


WANTED TO PURCHASE 

















OPEN TERRITORIES 


tre MEN WITH tg Spl AND 
OLLOWING IN WOMEN CHIL- 
DREN'S Oot WEAR — S OPPORTUNITY 
KNOCKS IF YOU COVER THESE STATES: 
Kansas So. Carolina 
Miseouri One Man We. Carolina 
Tennessee Two 
Kentucky Or 
Mississippi More 
No. Dakota Alobon = 
°. iabama 
So. Dakota} One Man Georgia J 
Take on sideline of women's and childsen's 
protective footwear that's one of the st, 
and one of the best promoted, in the 
country. Reply in detail and confidence to 


Box 45, BOOT & SHOE RECORDER 
Chestnut & S6th Sts., Philadelphia 39, Pa. 











LINE WANTED 


SALESMAN—PREFER TRAVELING NEW EN- 
GLAND STATES, AND/OR NEW YORK STATE. 
REPRESENTED LEADING SHOE MANUFAC- 
TURER OF NATIONALLY ADVERTISED LINE, 
PAST THREE YEARS IN NEW ENGLAND, WILL 
CONSIDER OTHER TERRITORY. 


Reply = ~s 49, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-014i-2 











GGRESSIVE, EXPERIENCED  SALES- 

MAN to call on Wholesale, Mail, Chains, 
Department Stores, to sell Women’s and Men’s 
Footwear, Covering California and surrounding. 
Manufacturer what have you to offer? Reply to 
Box 43, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 








POSITIONS WANTED 


POSITIONS WANTED 





| 














TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women's and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 

TOPPS SHOE STORE 

4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 











Operation. Excellent references. 





EXPERIENCED RETAIL EXECUTIVE 


Executive with 25 years’ retail shoe experience in Buying, Merchandising and 
Advertising. Experienced in Directing Large Retail Volume and Multiple Store 


Reply to Box 30, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Penna. 











YOUNG, AGGRES- 

SIVE, Married; College Graduate. Have 
reached peak at present position. Desire greater 
position with challenge. Reply to Box 40, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


UYER-MANAGER: 





FOR SALE 


OR SALE: THREE MODERN RETAIL 

MEN’S SHOE STORES, WAREHOUSE 
AND OFFICE in New York City (Brooklyn 
and Manhattan). Medium price range merchan- 
dise. Well known to general public. Success- 
fully operated for over 32 years. Experienced 
competent personnel. Total sales for 1956 ex- 
ceeded $325,000.00. Contemplated sale due to 
principal’s death. For particulars contact: 
JULES ROTH, 655 Madison Avenue, New 
York City. 








FOR SALE 


IMPLEX X-RAY SHOE FITTING MA- 

CHINE, Good condition. $75.00, plus ship- 
ping charges. NOLIN BROS., St. Johnsbury, 
Vermont, 


EALTH SPOT SHOP, ESTABLISHED 

TEN YEARS; Retiring. Sel! Inventory. 
Call or write: FOOT- SO-PORT SHOP, 42 East 
Market Street, Akron, Ohio. 











F OR SALE, CHEAP: Primex X-Ray Shoe 
Fitting Machine. G. MEISENHOLDER 
COMPANY, Vermillion, South Dakota. 





HELP WANTED 





AMILY SHOE STORE, ESTABLISHED 

45 YEARS, same location Maryland’s East- 
ern Shore. All branded Lines, low rental; 100% 
location; Lease available. Will sell at Inven- 
tory. Owner has other business interests. LE- 
COMPTE’S SHOE SHOP, 25 Race Street, 
Cambridge, siamese 


OR SALE: McDONALD’S SHOE STORE, 

321 State Street, Ogdensburg, New York. 
Heart of St. Lawrence Power and Seaway 
Development. Carry nationally advertised men, 
women and children’s shoes. Selling due to ill 
health. Owner owns building and will give a 
long lease, 





OR SALE, PHILADELPHIA FAMILY 

SHOE STORE, Established 45 years; 
Agency for better grade nationally known brands 
doing $70,000. Can be proven. Modern building, 
reasonable rent, or building for sale. Reply to 
Box 50, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





IR SALE: ESTABLISHED FAMILY 

SHOE STORE, Up-State New York; Small 
town; fine location. Sell at Inventory. Owner 
has other interests. Reply to Box 48, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





For SALE: PRIMEX X-RAY MACHINE, 
Practically New; Perfect condition. Valued 
at $750.00. Sell for $100. REIF’S, 849 Main 
Street, Honesdale, Pa. 


102 


ANAGER WANTED: FOR NEW HIGH 

VOLUME Women’s, Children’s medium to 
Better Grade Shoe Department in Easton, Penn- 
sylvania. Excellent deal for right man. Write 
full particulars. Replies strictly confidential. 
Reply to Box 44, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





RETAIL SHOE MANAGERS AND SALES- 
MEN, High Grade Men’s Shoes, New York 
City and vicinity. Nationally known Chain. Ex- 
cellent opportunity. State full particulars. Re- 
ply to Box 51, Boot and Shoe Recorder, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 








MANAGER WANTED 


ANAGERS: LEADING NATIONAL 

SHOE RETAILER has immediate open- 
ings for qualified Managers. Good opportunity 
for advancement. Excellent Salary and Bonus. 
Write, stating full details of experience to Box 
35, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








Nopceo Names Schiller 


HARRISON, N. J.—B. A. Schiller, man- 
ager of the Tanning division of the 
Nopco Chemical Company, announced 
the appointment of C. E. Retzsch as 
assistant division manager. 


DISPLAY FIXTURES 











NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 





CAMERON CO. DISPLAYS 
$30 per doz. So Echo Lane, Glenview, III. 














MERCHANTS’ NEEDS 











VW Parte 
oa (CUppirgs 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 
Tex has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
8 ee a a ee a we oe ae oF ae ae 


VINCENT EDWARDS & CO. 


World's Largest on ppt Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
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WANTED TO PURCHASE 





WANTED TO PURCHASE 





WANTED TO PURCHASE 











OH DOCTOR! OH DOCTOR! 

Come over quick! 

My slow moving 
stock is 


TOP CASH 


PRICES 


"oa SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 


Fine Fcotwear FOR OVER 41 YEARS 


MOSINGER -COHN 


1235 Washington St. Louis 3, Mo 
















| 
BETTER | 
CALL “UNCLE” | 



















LOUIS CAMITTA & SON 
91 READE 8T., NEW YORK, N. Y. 


formerly with S. CAMITTA & SONS 





















B. & R PAYS THE LIMIT 


CLOSE OUTS 
WE BUY COMPLETE SHOE STOCKS z 


LEASES ASSUMED 
ger aa YOUR NAME PROTECTED § 
H 


B. & R. SHOE CORP. 


74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


Ben LaMonica 
Ralph Vogel 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
we LEASES “ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 





MORRIS BAYROFF 
formerly with M & R Shoe Co. 
IS NOW LOCATED AT 


122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 


Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 























MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 
| For Discontinued Stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5.9927 




















\ WUM:’|||}|tt 











BARIS BUYS for CASHZZIIIIZ 


Quick decision on your offers of discontinued and 


N & A 2 { Ss surplus men's, women's and children's shoes. 


meh maces eueuat Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. - New York 7, N.Y. + Tel: WOrth 2-5180 
 EELEEEEE@Eq@E@EELHEEEEE@qEq@E@EEEEqEAME@@E@q@q|E|qqE@@qqEEEEEEEEEEEEqEq@E@MM eles. 




















WE PAY MORE er WE ARE RETAILERS 
e 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 








































Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 




















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





















e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. ¢ BE 3-7290 
146 DUANE ST., N.Y. C. 











y TUDO 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 
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President of Porter Shoe 
Leaves to Scout Mexico Site 


MiLForD, Mass. — Joseph S. Porter, 
president of the Porter Shoe Company 
here as well as of its affiliate, the Lit- 
tle Gents Footwear Corporation, leaves 
soon for a second trip to Mexico where 
he has been exploring the feasibility 
of opening a branch factory. During 
his first trip Mr. Porter visited fac- 
tories in Guadalajara and Mexico City 
and nearby points, checking on the 
availability of labor skilled in the 
operations needed to produce shoes. 


The two companies which Mr. Porter 
heads here make stitchdowns for men 
and boys and these will continue to 
operate in Milford. There is no inten- 
tion, Mr. Porter said, of discontinuing 
either. 


Songo Shoe Names Rossman 
Vice-President and Manager 


PoRTLAND, ME. — Appointment of 
Michael Rossman as vice-president and 
general manager of Songo Shoe Man- 
ufacturing Corporation has been an- 
nounced by A. W. Berkowitz, presi- 








YEARS 


of steady, sizeable increases 


with Dr. Posner children’s shoes 


In a decade of featuring Dr. Posner shoes, the Hansel 
and Gretel shoe store — 17643 Grand Avenue, Detroit 
— has chalked up record-making figures and 

become one of the city’s leading juvenile shoe dealers. 
Want to extend your children’s shoe business? 

Call, write or wire for complete information 


about a Dr. Posner franchise in your trading area. 


DR. POSNER 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 


children’s shoes 








IT’S GOOD BUSINESS TO STOCK LONE STAR COWBOY BOOTS - TEXAS’ 


GREATEST POPULAR PRICED COWBOY BOOT LINE. Write for Catalog. 


Lone <b, Stat 
VAN 


BOOT CO. 


126 Glass Street 


LY 


DALLAS, TEXAS mA! 


Se 
a 





dent of Songo Shoe Manufacturing. 

Mr. Rossman came to Songo from 
Medwed Footwear Company of Skow- 
hegan, Me., where he had had a similar 
position since 1950. During his stay 
with Medwed he attracted industry- 
wide recognition for his work in or- 
ganizing an accident prevention pro- 
gram for Maine’s shoe factories and 


MICHAEL ROSSMAN 


in 1954 was invited by President Eisen- 
hower to participate in the White 
House Safety Conference. 

He entered the shoe industry ap- 
proximately 20 years ago following his 
graduation from Tufts University 
where he was a teaching fellow. For 
some time he was a member of the 
sales staff of Bradley Shoe Company 
of Lynn. Later he became production 
superintendent of the Warner Shoe 
Company, also of Lynn. 

Mr. Rossman said his immediate ob- 
jective is to expand Songo’s sales 
volume. 


U.S. Rubber Names Ad Man 


NEw YorK—William F. Lavelle has 
been appointed assistant advertising 
manager of the Naugatuck Chemical 
division, United States Rubber Com- 
pany, it was announced by W. H. Mac- 
Hale, advertising manager. 

He has been a member of the chem- 
ical division’s advertising staff since 
1953. He has a bachelor’s degree in 
science from St. John’s University, a 
master’s degree from New York Uni- 
versity and also attended Columbia 
University. 


Teachers Tour International 


St. Louis—A group of 37 teachers, 
summer students at Central Missouri 
College, visited the Sikeston, Mo., plant 
of International Shoe Company in July. 
The tour was part of the annual Mis- 
souriana Study Tour co-sponsored by 
the college and state chamber of com- 
merce. 

Teachers who successfully complete 
the two-week study program will be 
eligible for college credits in economics 
or history. In the course, students 
travel some 1500 miles visiting the 
leading industries of Missouri. 


Boot and Shoe Recorder 
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That’s not the whole story either . . . this rugged, new ma- 
chine is designed to give you continuous “‘trouble-free’’ opera- 
tion. Just flip the switch and let it run — chases lasting 
wrinkles from shoes both on and off the last. 

The new Heat Blower has been performance-tested — op- 
erated without ‘“‘shut down”’ for 31 days and nights then com- 
pletely dismantled and examined. Each unit of the machine 
was found to be in perfect condition . . . reasons why over 300 
of the new Heat Blowers now in everyday factory use have 
required practically no maintenance — even those operating 
for over a year. 

For an “in factory” demonstration, call or write your 
nearest United office. 


UNITED SHOE MACHINERY 
CORPORATION 





FEATURES 


@ Heavy-duty shock-resistant Calrod 


heating unit capable of continu- 
ous operation. 

Brushless 1/12 H.P. low speed 
induction type motor controlled by 
heavy-duty electric switch com- 
plete with pilot light. 

New air flow principle, complete 
with 8-inch diameter aluminum 
fan, minimizes heat loss — de- 
livers a constant uniform flow of 
hot air concentrated where de- 
sired. 

Stainless steel internal tubes elim- 
inate corrosion under heat. 


SPECIFICATIONS 
Single phase, AC 60 cycle, 115 
volts 
Height 15%” — Width 9” ~ 
Length 27%” 


Net Wt. 46 lbs. Crated Wt. 
65-70 Ibs. 


BOSTON, MASSACHUSETTS 
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AS ADVERTISED IN APPAREL ARTS 


Style 9469 
The CHATEAU 


from *] [9 


Style 9269 
The CHATEAU 
Pli-Matic Construction 


buy Kdgertons for Top Echelon 


: / 
a “ p » . . . 
Cal eel Sty les. Successful men almost always get that way by first 
assuming a successful look. In vour all-important choice of 
shoes further your career with the lush leathers and 


smarter styling of the Edgerton Division of Nunn-Bush. 


EDGERTON DIVISION « NUNN-BUSH « MILWAUKEE 1, WISCONSIN 


See your local Nunn-Bush 


Style 9209 ~ and Edgerton dealer 
The CHATEAU ee PEt, . : 


Style 9208 
The LAWSON 


Style 9828 
The ALBANY 


BYy A DIVISION OF NUNN-BUSH 

















